


December 2, 1926 _ Three Dollars a Year 


lardware A 


| OHIO STA nda Founded 1855 


USL 


Showla Radic 


Makes Successful Dealers— 
Money Producers and 
Business Builders 



























| oe - Z The whole Thorola line is made up of skil- 

So") iy a a fully designed receivers and speakers which 
. 5 owe their popularity to supreme quality at 
moderate prices. 





£¥,P gh) i h m3 The new Thorola Console DeLuxe Model 
| De acmiant ~ an) HM We _  §9, with Horn and Cone Speaker Combina- 

| Wnt itl On ar | \ "tion, is the fastest seller in the radio world 
th because it offers an exclusive feature that 
the knowing radio buyer wants. 


18 5 ' =. a Ss te All other Thorola Receivers and Speakers 
a offer proportionate splendid ‘values. Miil- 
lions of people are now hearing about 
Thorola every month through forceful ad- 


Thorola De Luxe Console, Model 59 


With Horn and Cone Speaker Combination 
—An Exclusive Thorola Feature vertising in all leading publications. 


Thorola Dealer Franchises are valuable. Are you a Thorola 
Dealer? If not write or wire at once for detailed information 


REICHMANN COMPANY, Manufacturers 


1725 West 74th Street Chicago, U.S. A. 
Model 57 Model 58 Model 59 Model 9 Model 4 Model 12 Model 7 
Thorola Thorola Console Thorola De Luxe There Thorola Speaker Thorola Table 
Table Built-in No. 4 Console—Horn and Cone Contro Mica Junior Cone 
Model Speaker Speaker Combination Fae Diaphragm Speaker Speaker 
$60.00 $125.00 $185.00 $20.00 $25.00 $15.00 $60.00 


Prices Slightly Higher West of Rockies 


— 
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“For I dipt into the future far as 
human eye could see, ’ 
Saw the vision of the world, and i ee 
all the wonder that would be; 1] 
se Saw the heavens fill with commerce, ( | 
oe: | ARGOSIES of magic sails, 4 & 
2 Pilots of the Purple twilight, dropping % f ee 
hy down with costly bales.” eat ‘<4 
L4 Tennyson's LocKSLEY HALL Pa at 
‘ rd : | 
ra } 
Sa HE “Arrival of the Argosy” will be aa 
heralded in the December 11th issue os Se 
| of Saturday Evening Post and the De- et 
i cember issue of Good Housekeeping, the ; 
2 illustration in both cases being in colors. bord 
\: | | Other leading publications will also carry a 
\ | | the message of 1847 Rogers Bros. Silver- a Se 
7 plate. Feature the Argosy pattern in a 
your window displays......Address Sales i 
| Promotion Department, INTERNATIONAL b 
| | SILveR COMPANY, Meriden, Conn. n 
ms | . eo 


A | 1847 ROGERS BROS: | 


STLVEAPLATE 


Dinner Sets and 
Table ware made to 
match the design of 
the spoons, forks 
and knives. 
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STANLEY MERCHANDISING HINTS 
my SUBJECT No. 31 
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To sell more tools 
this Christmas 


Put ina tool-cabinet window during the 
lel iter: h me-1-t-}-1e0B 


2. Show tool cabinets inside the store. 
<M etledlirlart-malialr muri mitts 


4. Suggest a tool chest to the customer 
who is ‘looking around.”’ 


5. Mention that Stanley Sets can be pur- 
rod a F-F-1-1° ie] a: Ye oo OO 





Let us help you. The material listed 
below will be furnished without cost. 


1. The new Stanley Tool Display $150 shown on 
the right is especially adapted to trimming 
windows or toy-display tables. 


2. For circularizing your customers, or to show 
the entire Stanley line to a customer in the 
store, the catalog folder S35, 
printed in five colors, will be 
found particularly effective in 
making sales. Shown at right. 











The new Stanley Tool Display 
Ask for No. 8150 when ordering 






3. We will send photos of model 
window trims which you can 
use as suggestions in trim- 
ming your own windows. 





(emote a eR me em cme 
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Stanley makes a complete line of wood- 
working tools in keeping with the high 
quality of Stanley Planes. 


THE STANLEY RULE AND LEVEL PLANT SELL THE LINE 


This trade-mark is a means of identification 


<===f'STANLEY == 
— 4 “y" 


STANLEY TOOLS 






(og ”, 





y / ae NEW BRITAIN, CONNECTICUT 
New York Chicago San Francisco Los Angeles Seattle 
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Boston Nozzle 


Only three movable parts. So simple, so substan- 
tial, so highly esteemed that many nozzles are 
made to look as much as possible like the Boston 


Boston Woven Hose 
& Rubber Co. 


Makers of Quality Rubber 
Goods for Fifty Years 


W orks: 
Cambridge, Massachussets 


Postal Address: 
Box 5077, Boston, Mass. 
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Extra Thin Extra Long Extra Light Extra Strong | 











“The Finest Wrench Made” | 


ARMSTRONG-V ANADIUM 


SUPER-QUALITY WRENCHES 


NCREASE YOUR SALES and build up more good will by han- 
dling this wonderful new Wrench which has created a real sen- 
sation in the wrench-using world. Mechanics who buy one of 

these sturdy, fine-looking Wrenches most always come back for other 
sizes. 








These wrenches are extremely light and long as compared to their 
unusual capacity. The jaws are thin and narrow and are exception- 
ally handy to get at the nut in close quarters. 


The strength of ARMSTRONG-VANADIUM Wrenches is based 
upon excellence of design and material rather than on bulk. They 
are drop-forged from Chrome Vanadium steel, heat treated and 
finished in nickel over copper, with heads buffed bright. 15 degree 
angle—double head. 








The longest, strongest, handiest Wrenches obtainable. Carefully 
tested and fully guaranteed. 


an’ tae Stentes Write for descriptive folder showing sizes and prices. Cash in on 
pan grate ggg the heavy demand for this quick-selling line. 


‘It’s STRONG if it's ARMSTRONG” 


Armstrong Bros. Tool Co. 


“The Tool Holder People” 
314.N. Francisco Ave. CHICAGO, U. S. A. 
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YAL 





The simplified Yale line of auxil- 
iary rim locks opens to every 
dealer the opportunity of carry- 
ing a complete stcck—a lock for 
every need—with a smaller in- 
vestment than ever before. 


With this new and condensed 
line the hardware dealer is easily 
enabled to sell the right lock for 
the right door. Sell Yale Dead- 
locks for all doors where maxi- 
mum security is required—sell 
Yale Deadlatches for doors where 
maximum security combined 
with the convenience of a self- 
locking latch is desired—sell Yale 
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Springlatches for interior doors 
needing a lock to delay the hasty 
thief and to keep out the curious. 

Hang up a Yale No. G53 Dis- 
play Board on the shelving or 
display it in the show window. 
This board mounts two Dead- 
locks, Nos. 10 and 192—two 
Deadlatches, Nos. 42 and 44— 
two Springlatches, Nos. 26 and 
36. If you haven’t one of these 
silent salesmen working fcr you 
enter your order today. 

It will reach right out for new 
customers, new markets and 
quicker sales. 


The Yale & Towne Mfg. Co., Stamford, Conn., U. S. A. 


Canadian Branch at St. Catharines, Ont. 
YALE MARKED IS YALE MADE 


Fewer Locks 
Better Locks 
and a lock for 


every purpose 


December 2, 1926 
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Yale No. G53 
Display Board 


Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, .Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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Indiana Steel &Wire Co. 


Representative Jobber 


Retailer 


Jobbers in 83 Cities Stock It 


Prompt Shipments 
Speedy Deliveries 
Low Freight Costs 


U. S. Poultry Fence is sold ONLY through the regular wholesale and retail channels--- 


never through catalog or mail order houses. 


Representative jobbers in 83 cities stock it. Their 


strategic location in the principal distributing centers of the country insures prompt service to 
the dealer at all times. These jobbers carry adequate stocks to meet all normal demands. This 


means speedy deliveries and reduced freight costs. 
enormous factory stocks ready for quick shipment. 


The constantly increasing demand for U. S. Poultry 
Fence is not a matter of chance. It is substantially 
founded on the appreciation of consumer and dealer 
for this superior netting. 


“U. S. Poultry Fence is the best on the market....my 
customers think the same,” writes a New England dealer. 


“Since we started handling U. S. Poultry Fence, we 
have handled no other,” writes a Marshall, Mo., firm. 


“I have handled nothing but U. S. Poultry Fence since 
I first had a chance to buy it....much easier to sell,” 
says an Ohio merchant. 


This year specify U. S. Poultry Fence---not just ‘‘poultry netting’’ 


Indiana Steel & Wire Company, Muncie, Indiana 


Back of these jobbers’ stocks are our own 


Thousands of other dealers from Maine to California 
are selling U. §. Poultry Fence only. They find it 
easier to stock, easier to sell and easier to handle and 
cut. They find too, that it builds permanent trade and 
— profits---that one sale invariably leads to 
others. 


If you are one of the rapidly diminishing group 
not cashing in with U. S.,. decide now to investi- 
gate further the remarkable sales possibilities of this 
remarkable netting. Ask the U. S. jobbers’ salesmen 
to tell you more about it or write us for samples and 
detailed information. 
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In 1895 when this expression of our desire to pro- 
tect the retail dealer was put on paper, a policy was 
established which has been carefully respected to the 
present day by the largest factory of its kind in the 
world—the Brown & Sharpe Mfg. Co. Dealers find 
this same policy an effective help to them in selling 
tools today. That’s why an ever-increasing number 
of dealers is finding Brown & Sharpe Tools poanane 


tools to stock. 


Send for Small Tool Catalog No. 30 


Dept. HA 


BROWN & SHARPE MFG. CO. 
Providence, R. I., U. S. A. 
















This Policy 
means more 
Today 
than ever 
before 





The tool shown above 
is Combination Set No. 
438. It is one of over 
2300 different Brown & 
Sharpe Tools, known 
for their excellence in all 
parts of the world. 
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Made Best—Fhey Give Complete Satisfaction 
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Osborn “Silver Beauty Floor” 
Waxing Brush—A Big Seller 


One of the fastest sellers in the popular 
Osborn line is the “Silver Beauty” 
Floor Waxing Brush. 


Made in three sizes it enables you to 
supply all users—homes, stores, office 
buildings, dance halls and so forth. 


This Osborn Floor Waxing Brush has 
many talking points—“‘selling points’’ 
is more correct. This is borne out by 
the number of sales hardware dealers 
are making every day. 


JHE OSBORN MANUFACTURING LOMPANY 





5401 Hamilton Ave. Cleveland, Ohio 


Makers of nationally advertised Osborn Blue Handle 
. Brushesand Osborn Du-All Mops, Dusters and Polish. 















The Osborn “‘Siiver Beauty”’ Floor “axing 
Brush provides 50 per cent more brushing 
area than the ordinary type of floor waxer. 
Scientifically weighted to make waxing and 
polishing easier. The handle is easily in- 
serted into the brush. The bristles are 
specially selected stiff grey Tampico 
fibre; heavily filled to give long life. A felt 
bumper prevents the marring of furniture 
or wood work. Made in three sizes — 
8 Ibs., 15 Ibs., and 25 Ibs. 


A BETTER WEARING BRUSH FOR EVERY USE 
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A stitson handle is 
as tough as the teeth 


The special heat treatment that every Walworth 
STILLSON undergoes in the process of its manufacture 
toughens the steel to withstand years of the hardest 
kind of use. 

The handle is just as strong as the teeth. That is 
saying a lot, because it’s not unusual for a Walworth 
STILLSON to stay on the job for forty years and still 
bite as hard and hold on as viciously as it did when it 
was new. 
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a8 ss fA: 4 ; 
si: ae oO Steel handled STILLSON wrenches are made in all 
lots} me fF Lf” sizes from 6 to 48 inches. The 6, 8, 10 and 14 inch 
aes po ES te, sizes are also made with wooden handles. Every one 
mae A zf | of them has Dan Stillson’s own 
ace STILLSON* mark—STILLSON—drop-forged on 


ie then wil the top jaw. If it’s not there 
trademark and regis. | Walworth did not make the 
tered by its owner, wrench. 

ees se a4 Pair them up when you sell 
Patent Office, in the | them. It is just about as easy to 
several States and in | sell two different sizes as it is to 


foreign countries. sell one. 
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WALWORTH CO., Boston, Mass.—Distributors in Principal Cities of the 
W orld—Plants at Boston, Greensburg, Pa., Kewanee, Ill., and Attalla, Ala. 


WALWORTH 


STILLSON* 
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Good Housekeep 


©, ° Institute ww 
Conducted 
HOUSEKEEPING MAC 
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HOW DEALERS USE THIS SEAL— 


for effective advertising 
Dealers who advertise locally find it strength- 


ens their advertising to mention Good 
Housekeeping Institute in connection with 


products authorized to carry this Seal. 


For this Seal guarantees satisfaction — and 
customers know it. 


Back of the Seal is Good Housekeeping with 
all its advertising power. When your local 
advertising ties up with products carrying 
the Seal you turn this power directly to 


your profit. Your advertising has extra 


pulling value. 


The Seal sells merchandise — and “sells” 
your store, too. It adds prestige, increases 


good will. 


For local advertising, Good Housekeeping will 
furnish electros to reputable dealers similar to the 
cut shown above, or one smaller, 21," x 14," — free 
of charge. Samples of advertising showing effec- 
tive use by leading merchants can also be had. 
Write for them. 


f 








| 


for better selling 


There are three important ways in which 
this Seal can be used to move goods off 


your shelves : 


The first is to display prominently all articles 
carrying the Seal. Let people see it. It 
brings to mind Good Housekeeping adver- 
tising — reminds them of needed articles 
they have read about. — 


The next way is to use window displays or 
window groups made up of Tested and 
Approved merchandise, with window cards 
calling attention to the Seal. Tell passers- 
by that “here you can buy satisfaction.” 


The third is to instruct your sales clerks to 
mention the Seal when selling. If a cus- 
tomer is doubtful or hesitates, a sale can 
often be closed simply by pointing to the 
Seal and telling the story behind it. 


For window and store displays, Good Housekeep- 
ing furnishes dealers with 22" x 28" cards in two 
colors, showing the Seal and Good Housekeep- 
ing’s famous money-back guaranty. These cards 
focus attention on displays. Free—write for them. 


A complete and handy DIRECTORY OF GUARANTEED 
MERCHANDISE will be sent on request—free. This is an impor- 
tant guide when buying merchandise that sells well and stays sold. 


GOOD HOUSEKEEPING 


119 WEST 40th STREET 


NEW YORK 
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Good Buildings Deserve Good Hardware 








——————————— 
No spotlight needed to find this 
keyhole — it comes to meet you in 


the knob of the Corbi nit Lock 


> but a con- 
nusual lock. 


ibled—not 


ve minutes 





ardware is 


CORBIN since NEW BRITAIN 

188) =6CONNECTICUT 
The American Hardware Corporation, Successor 

New York Chicago Philadelphia 























December 2, 1926 HARDWARE AGE 


13 








K SKATES 


72 
YEARS OLD 


GOING STRONGER 





THAN EVER 
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Nos. 07, 08, 08% 


SEMI-HOCKEY 


A REMARKABLE EXAMPLE 





OF A 
SUCCESSFUL 


FACTORY BRAND 





HARDWARE COMPANY 


Reg. U. 8. Pat. Off. 


TORRINGTON, CONN., U. S. A. 


NEW YORK OFFICE . 151 CHAMBERS STREET 


Established 1854 Incorporated 1864 
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Wickwire Bronze 


33 gauge each way 
33 gauge each way 


16 Mesh, No. 33 gauge filler 


ISSRSSESERSSESEEERESEESE ESE EReeee eee 
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No. 34 gauge warp 
18 Mesh, No. 34 gauge each way 


No. 
No. 


9 

9 
White Metal Finish 
Wickwire Pre 


Our other Brands Screen Cloth 
Cortland Black Enameled 


12 Mesh 
14. Mesh 


lasting 
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wise. 
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se and cross 


Hearth Steel produced in our own fur- 


naces, 
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Write your Jobber for Full Information and Prices 


to the product. 


is ma 


d the name WICKWIRE 
guarantees that 


Only full gauge 
ngthw 
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WICK WIRE BROTHERS 


[s’TASciseeeco i#75 


process is under our expert 


but— 
It is 


worth it. 
su pervision. 


ch brand meets every standard re- 
service is woven in 


GRAY-WICK 
a little more, 
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The wire is drawn in our own mills. 


Every 
BROTHERS 


used, both le 
quirement an 


Screen Cloth 
Ea 


terial. 
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Many De Laval Agents are now using demonsirating outfits similar to that 
shown above with splendid results. A light truck serves equally well. 
Cows can be milked by using a hose extension, and the milk separated, 
thus quickly demonstrating the superiority of De Laval products. 


«**Go after business with -«-- 

De Laval Separators and Milkers 

and business will soon come 
= —aftter you — — 


The De Laval Separator Company 


CHICAGO SAN FRANCISCO 
165 Broadway 600 Jackson Blvd. 61 Beale Street 


NEW YORK 
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AMERICAN 


SCREW 
COMPANY 








Wood Screws Machine Screws 
Stove Bolts Tire Bolts 











Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 
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Why 
American Steel & Wire Company Fences 














—— : 
a are easy to sell — | 
be There are definite reasons why: dealers find it easy to sell fences : 
Z made by the American Steel & Wire Company ome 
4 ] Reputation. For more than twenty-six years farmers have used our fences 
a —with good results. 


We guarantee our fences to equal or outlast any other fence made of the same 
size wires and erected under the same conditions. 


3 Our warehouses are strategically located, protecting the dealer against loss of 
a sale where unusually large quantities of fencing are wanted quickly. 


Our national advertising is constantly telling the story of American Steel & 
Wire Company products to farmers everywhere. 


AMERICAN, ROYAL, ANTHONY, U. S. 
NATIONAL, MONITOR and PRAIRIE 


DEALERS WANTED EVERYWHERE—Write for Sales Plans 
SALES OFFICES 





Chicago..208 So. La Salle Street St. Louis 506 Olive Street New York....30 Church Street Worcester .....94 Grove Street Dallas ......Praetorian Building 
Cleveland....Rockefeller Building Kansas Cit 417 Grand Ave. K : a 
Detroit Foot of First Street Oklahoma City Boston. ..... 185 Franklin Street Baltimore ..32 So. Charles Street 

a ai le First Nat'l Bank Bldg. pittsburgh ...... Frick Building Denver ..First National Bk. Bldg. 
Cincinnati....Union Trust Bldg. Birmingham..Brown-Marx Bldg. ‘ ; Buffalo 670 Ellicott Street 
Minneapolis-St. Paul Merchants Memphis Philadelphia ..Widener Building 

Nat’] Bk. Bidg., St. Paul Union and Planters Bank Bldg. Atlanta ....101 Marietta Street Wilkes-Barre ..Miners Bk. Bidg. Salt Lake City. Walker Bk. Bldg. 


UNITED STATES STEEL PRODUCTS COMPANY, San Francisco, Los Angeles, Portland, Seattle 


AMERICAN STEEL & WIRE 
Company 
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Finished 


in 
Royal Purple 
in 5 Sizes 


What’s What 
and Why 


In buying Tubular and Clinch rivets these three 
points should be carefully considered: 


1. The metal form from which they are made. 
This is mighty important because of its direct 
bearing on the driving and setting qualities of the 
rivets. 


2. How are they made—that is, are the details 
of manufacture such as to insure the best results? 


3. Who makes them? Tubular and Clinch rivets 
were originated by us. For over fifty years we 
have been making them of metal which we know 
is “right,” and under the most efficient manufac- 
turing conditions. You may be sure, therefore, 
that our prices are based on honest values. 


Whenever You Sell Edge Tools 


That’s the logical time to call attention to Royal 
and Cheney Tool Grinders. 


Even the best tools made are sure to get dull 
from constant use, and keeping them properly 
ground and sharp adds greatly to their efficiency 
and satisfaction. Both 


ROYAL and CHENEY GRINDERS 


are noted for their ability to quickly and easily 
impart a smooth, keen cutting edge to all edge 
tools. ‘These popular grinders which come in 
all Standard sizes are equipped with sharp cut- 
ting Corundum Wheels. They are attractively 
finished. 
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Coast Representative 


J. T. McDEVITT 
Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 


Display them near your edge tools and each will help 
to sell the other. Our line pays the Dealer a good 
profit and builds permanent business. 


Send for Catalog and Discounts. 


S. CHENEY & SON 
Manlius, N. Y. 





TUBULAR RIVET & STU 
COMPANY 


BOSTON 


PURER OR GAAAADAGAUAAAAADAUARGDA DADA DAMA NUNEE 
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ata 
Low Price 







































































KIRK- 
LATTY 


AStep Ahead 


Cpt merger of 
Kirk - Latty 


with Lamson & 
Sessions consti- 
tutes a joining of 
plant facilities 
and thoroughly 
experienced or- 
ganizations for 
the greater pro- 
duction of top 
quality nuts and 
bolts and the 
extension of 
prompt and un- 
failing service to 
a greater number 
of bolt and nut 
users. 


She LAMSON & 


1971 WEST 85th STREET 

















LAMSON &® 
SESSIONS 


OTH organ- 

izations are 
retained intact 
to insure unin- 
terrupted con- 
tinuance of the 
same service on 
which their past 
reputation has 
been built, while 
prompt ship- 
ment is assured 
by two large 
stocks constantly 
available in 
Cleveland and 
one in Kent, 
Ohio. 


ESSION S Company 


CLEVELAND, OHIO 

































“ Painstaking Quality ~ 
a HE “L-p plus K-L” + 


line 1 cludes cat- 
riage macine, stove 
and lag bolts and nuts, 
cotter pin and rope 
clips prod od to satisfy 
the requi 

most care ula 
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Today there is a widespread public 


interest in refrigerators. 


The number of families who are 
buying their first ice box is steadily 
on the increase. 


You might as well be getting a 


share of this business. 


Why should people who are good 
customers of yours have to go to an- 
other store to buy their refrigerator? 


If the Challenge isn’t already be- 
ing sold in your town, write us or your 
jobber about the agency for this 
broad, dependable line which is so 
popular with hardware dealers. 


43 years old 
CHALLENGE REFRIGERATOR CQ. 


Grand Haven, Michigan 
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Most 
of ’em say, 
“Betcha life, 
I want a Cheney!” 


Once they’ve used a Cheney Hammer, noth- 
ing else quite satisfies tool users. 


From start to finish, Cheney Hammers have 
the stuff that pleases ’em—tool steel heads 
perfectly tempered; second-growth hickory 
handles that have a real grip; and a “hang”’ 
that’s right. 


For over 90 years men have seen Cheney 
Hammers stand up under a world of batter- 
ing. That’s.why men who know tools ask 


for Cheney Hammers. 














Octagon Traveler 


Illustration 2/3 ' 
actual size ong 





1% inches in Height, 
Silver Radium Dial i" 
with second hand. ‘sed 
Pull out stem = set. ‘ 
Nickel plated case. 
sowed glass. 

Resale Price, $4.50 


kW 
kW 





22 HARDWARE AGE 


ease Ra 
PENS NVA ae 





For Those Seeking Unusual Clocks! Wy | 






















ee 
AVEN 





December 2, 1926 


WAZ => 2; 
= Ay —To== aS <0 


















WA Ask to see these New “True Time Tellers” 2 
| Ks HE New Haven Clock Company offers popular daily. The clocks shown here are the 
eS to the trade a unique line of Alarm Clocks — latest members of the Nationally Advertised 
|. and Time Pieces. Ask your jobber to show True Time Teller Family. Each clock is 
you these new designs which are proving more tagged with consumer's price. 
; 

a Oval Alarm Square Tat-Too Jr. Alarm 
* Height, 244 inches. Width, 35 inches. 2% inches Square, full size Silver Dial. 
Fe 40-hour Movement, Back Bell Alarm. 40-hour Movement, Back Bell Alarm, 

Full Size Gold Dial, Skeleton Hands. towed Glass and French Open Hands. 

Russet Bronze Case, Bowed Glass. french Bronze Case. 4 ey As 
f Resale Price $3.75 Resale Price, Plain $3.25. Radium $4.25 o AL z 
be a7 | Smallest : 
w  \y Clock Made! os te x1 








Gothic Tat-Too 
tab Jr. Alarm i 
rid Height, 3% inches; we) ‘ 
a width, 2% _ inches. 3k & 
. : Fitted with a full size ai f 
Wg Gold Dial, 40-hour _ 
, Movement, Back Bell i 

Alarm. Russet 


sronze Case, Bowed 


Glass. 









Resale Price, 
Plain. $3.75 
Radium $4.75 
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New 
Balloon Tire 


Jack 
No. 115 


IMILAR in power and working qualities to 

our popular No. 130 Balloon Tire Jack— 
except that the gears are not enclosed, and the 
simpler construction makes possible a lower 
price. The handle is extensible up to 36 inches 
—a most desirable feature. 





This is a rugged and practical new jack. Excel- 
lent value —it will sell readily. Put it in stock 
and get the benefit of Millers Falls quality at 
a popular price. 


MILLERS FALLS COMPANY 
Millers Falls, Mass. 


9 So. Clinton Street 
Chicago 


28 Warren Street 
New York 
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Specifications 


Steel Screws 


Handle extensible up to 36 
inches 

Black enameled base 

Minimum height 6° inches 

Maximum height 17 inches 

Lift 9° inches 

Capacity 1'2 tons 

Weight with handle 9% 
pounds 

Base 4°4 x 3'2 inches 

Diameter of inner screw 1 
inch — of outer screw 1'2 
inches 


Screws operate in unison— 
point of operation remains 
stationary at all times. 


List price 


AS FALLS 
TOOLS 
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ACCO" 


LOG CHAINS 


“The Chains of a Hundred and One Uses” 
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Sell 12 months of the year 


Acco Log, or Binding Chains, 
sell twelve months of the year 
because of the wide variety of 
uses and the varied list of 
users. Every lumber yard, con- 
tractor, trucking company, 
quarry, mine, farm and a host 
of others can use some of these 
chains. Suggest ’em and you'll 
sell em. A small assortment 


of sizes will fill every need. 
7 


The smooth welded Steel 
Chain with the strong drop 
forged hooks and malleable 





Every hook has the 
name of the maker {~~ 
forged into the steel 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 


In Canada: 
Dominion Chain Company, Limited, Niagara Falls, Ont. 
District Sales Offices: 
Boston, Chicago, New York, Philadelphia, Pittsburgh, San Francisco 


World’s Largest sees * of Welded and Weldless Chains for all Purposes and Makers of 
the Famous WEED TIRE CHAINS 


swivel make them a compact 
and flexible unit which can be 
adapted to a wide variety of 
uses. “ 


Standard sizes 4-in. to %-in. 
inclusive, lengths 10 to 16 feet. 
~ 


Acco Hooks, Swivels and other 
attachments are sold separ- 
ately so that your customers 
can make up special chains 
from any of the complete 
line of our Weldtd and 
Weldless coil chains. 
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Small Stock, 





Sure Sales, Protected Profits 
No — 





. Murphy Wall Safe may be new 
to you but we have tested its sales 


possibilities in many sections of the country. 
It gives the protection to important papers, 
jewelry and other valuables that every fam- 
ily wants against loss, against fire and 


against theft. 


There is no other protection for the home 
like that given by the Murphy Wall Safe, 


and it is manufactured under basic patents. 


For Homes—New or Old 


The Murphy Wall Safe is the only safe 
that can be fastened securely on the wall of 
a finished building. It also can be set in 


the wall or floor. Once installed, the Mur- 





phy Wall Safe can not be removed while 
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the door is closed, except by cutting out a 
section of the building. 


Tested for Theft and Fire 


The door can not be jimmied. The silent combination 
lock can not be picked. Expert lock men have tried 


unsuccessfully to do so. 


In the intense heat of forced draft boiler fire boxes, 
Murphy Wall Safes have been tested. The papers in- 
side were not ever curled. Fine watches did not stop 


ticking. 


The protection given by a Murphy Wall Safe is sure, 


economical and for a lifetime. 





Carry a Small Stock 


Dealers do not carry large stocks of Murphy Wall 
Safes. We can give such quick service that your re- 
order will reach you by the time you deliver the last 
safe sold. Puta Murphy Wall Safe on your counter 
or in your window with our striking window display— 
including the $100 Reward. 
They do for others. 


The safes will move. 


Write for Territory 


We protect dealer profits. If your territory is open 
we offer you the sales franchise on this article needed 
in every home, and with no competition. Write us to- 


day while your territory may still be open. 


MURPHY DOOR BED COMPANY 


WALL SAFE DIVISION 


22 West Monroe Street ’ 


y 7 


Chicago, Illinois 


Makers of the nationally famous In-A-Dor Beds 
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Hand in Hand 
advertising and lower sales cost 


It is to the buyer’s interest to know that goods are sold 
economically for he pays the cost of selling just as he 
pays for the cost of manufacturing. 


That’s why more and more buyers are scrutinizing sales 
methods of manufacturers, for they know that excessive 
sales costs mean either higher prices or shrinking quality. 
The seller who clings to antiquated, expensive methods of 
selling is no more entitled to patronage than one who runs 
an out-of-date factory. 


Machinery has cut costs and standardized products in man- 
ufacturing and the machinery of advertising is accom- 
plishing similar benefits in selling, for advertising in publi- 
cations such as this one, is not an added expense, but an 
improved means of communication that takes the place of 
slower and more costly methods. 


These are demonstrated facts and thinking buyers are rec- 
ognizing the advantage to them of encouraging progressive, 
economical sales methods, such as have been adopted by the 
companies represented in the advertising pages of this journal. 


The advertising these companies are doing not only cuts the 
cost of selling, but it increases production volume, stand- 
ardizes quality, and is a guarantee of good faith. 


Write us about anything you desire to know about business 
papers or the fields they cover. 





The 
ASSOCIATED BUSINESS PAPERS, INC. 





Headquarters, 220 West 42nd Street, New York City 
Over 120 Publications Reaching 54 Different 
e 4 Fields of Trade and Industry 


“Member of The Associated Business Papers, Inc.”” means proven 
circulations PLUS the highest standards in all other departments. 














This publication is a member of the A. B. P. 
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Make Money with 


These Necessary Itemse 


Every jobber and dealer has calls 
every day for numbers like these. 
They practically sell themselves 
and the main difficulty is to keep 





sufficient stock on hand. I ee seman Premax 


How Is Your Stock? 


free with initial orders for standard 
assortments from our complete line 
of high grade numbers. 
The Premax Line is made up entirely 
of articles a little better than usual. | , ” 
We've picked easily sold items and @Y — Key Kase Rench Kit 


Solid leather key case with 
five handy wrenches for close 


made them better than competition Single 6. Wrench Set work. Nickel plated, cleanly 


Six strong case-hardened cut, and sturdy. 








wrenches on a key ring. 


SO they are more easily sold. Every one of your customers 


can use this set. 


Quality always talks profit to the 
hardware man. There is no business 
more substantial. You can standard- 
ize on Premax and know that you're 
selling good goods and making a good 
profit in so doing. 






Dodson Hame Fastener 
Known as leader for 
25 years. Now rust- 

roofed by the famous 
arkerizing Process. 





Preman Rustproo 

Steel Tent sipreof 

and Telescoping 
Steel Tent Poles 


Check the coupon for details and 









" Leaders in the field. 
prices. Penules oats ova 
Compact, Parkerized 
Handy 8 Wrench Set meade ‘of ‘steel ‘for 
Handy 8 has we giehds durability. r 
NIAGARA ee Ps Ss 
METAL STAMPING CORPORATION A. 
DEPARTMENT M NIAGARA FALLS, N. Y. IIS 
One page can’t show display cards, (7 ,, - 
a i KH a boxes, and selling helps—neither 7 oe 4 
can it give jobber, dealer, and £, ” ia 
retail prices. Besides we Pie 


want youto see before oe 


you order. Mail cou- 7 s 
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Pennsylvania Mowers 
are Timken-Equipped 


Pennsylvania is one of the great names of the lawn mower in- 
dustry. Timken Bearings assumed the responsibility of uphold- 
ing this fine reputation, when they were adopted for the drive 
wheels and sulky wheels of Pennsylvania machines. 


Timken easy-rolling properties assure faster cutting on less fuel, 
or larger gangs on the same power—and greatest protection to 
turf. Timken-made electric furnace steel means that Timkens 
carry motion on the finest material for the purpose. And Timken 
tapered, POSITIVELY ALIGNED rells provide highest working 
capacity despite thrust and shock—on hillsides or bumps. 


It takes only a negligible amount of lubrication to get the most 
work out of Timken-equipped mowers, for so many more years. 
All this extra economy is assured in Timken-equipped mowers, 
built by Pennsylvania and other great makers of power and 
household machines. 


THE TIMKEN ROLLER BEARING CO., CANTON, OHIO 


Technical information regarding bearing sizes and their mountings can be secured from the 
Timken Roller Bearing Service & Sales Company’s Branches located in the follow- 
ing cities: Atlanta, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, 
Denver, Detroit, Kansas City, Los Angeles, Memphis, Milwaukee, Minne- 
apolis, Newark, New York, Omaha, Philadelphia, Pittsburgh, Rich- 
mond, St. Louis, San Francisco, Seattle, Toronto, Winnipeg 


TIMKEN 





Tapered 


ROLLER BEARINGS 
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—E. B. FUNSTON CO., ARCHT'S. 


THOUSANDS OF 
SATISFIED OWNERS 


From this safe and original glass setting, 
thousands of beautiful, efficient store 
fronts have been wrought. 


ANY times merchants return for their sec- 
ond and third Kawneer installation and say 
nice things about their former fronts. Ar- 
chitects endorse Kawneer. What greater evidence 
of a proven product can we offer merchants who 
are about to remodel their show windows? 

Here’s what Mr. E. J. Zahn of Racine, Wis., 
owner of the new building above, writes: “This 
is the second “Kawneer” installation since 1918 
for Zahn’s, so you can see what we think of Kaw- 
neer Fronts.” 

Mr. L. A.Weickgenant of Battle Creek, Mich., 
writes: “Our old Kawneer gave us such satisfac- 
tion that we did not hesitate to decide on another 
Kawneer when we erected our new building.” 

The coupon pinned to your letterhead will 
bring a book showing numerous types of store 
fronts suitable for your line of business. 





CONSULT YOUR ARCHITECT 


\Kawnee 
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SOLID COPPER 


STORE FRONTS 
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KAWNEER 
COMPANY 
4317 N. Front St. 
Niles Mich. 
Send book showing 
numerous types of 
fronts for my business. 


U ————t did! 
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Your customers need this close- 
spaced BLUE RIBBON fence 


Show your customers How a small investment in BLUE RIB- 
BON protects their poultry profits. This close-spaced fabric 
will turn all poultry, including the smallest chicks. Stretches up 
like regular fence. No top and bottom boards are required, asit 


Marked with does not buckle during erection. 


RED STRAND BLUE RIBBON fence is made from copper-bearing steel which 
means it resists rust clear to the core. Then, in addition, an 
(Top Wire) ne 
BLUE RIBBON. 1; extra-heavy zinc protection is applied to the wire by our ex- 
, like Square ; B. * 
Deal and Monarch fence, is clusive patented “‘Galvannealed”’ process. Because of this new 
marked with the RED idea in manufacture, BLUE RIBBON will last many years 


STRAND (top wire). This longer than netting, besides costing less than netting, erected. 
novel marking not only iden- é 

tifies this good brand but it’s RED STRAND fences are thoroughly well advertised. This to- 
an assurance toboth youand ~—s gether with our circulars, folders, signs, window displays, etc., 


your customers that it's the — he|ps you sell this good fence. Let us give you the details. 
fence that will still be in good 
condition when ordinary gal- Ask your jobber for this RED STRAND Poultry Fence 


vanized fence has to be re- 


placed. Keystone Steel & Wire Co., Peoria, Ill. 





Red Strand...Copper Bearing... Galvannealed...No Extra Price 
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‘ Famous 
for their 
uniformity 


SARGENT bright wire goods and 
brass cup and screw hooks are made 
in every practical size and shape. 
Yet, in each group, every single piece 
is as like every other piece as any 
two drops of water in a bucketful. 
Careful manufacturing and inspec- 
tion insure unvarying quality. 

A few styles are pictured. Screw 
eyes, screw hooks, hooks and eyes, 
and brass cup and screw hooks. 
Then, too, there are wire goods— 
awning eyes, S hooks, coat and hat 
hooks, and others too numerous to 
mention here. 


25" - 50° - 100° 


The decimal system of pricing and 
packing Sargent goods simplifies 
figuring and saves your time in ar- 
riving at the price for any given 
quantity. Sheets showing prices by 
hundred as compared with old list 
by gross and giving quantity in box 
of each number will be sent upon 
request. 


SARGENT & COMPANY 
Hardware Manufacturers 
NEW HAVEN, CONN. 
New York: 92-98 Centre St. 
Chicago: Wacker Drive at Randolph 


The convenience of Sargent decimal system is never better demon- 
strated than at inventory time. 
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74-76 Murray Street, 
New York City 
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MORCO 


PIPE WRENCHES 


Put yourself in your customers place. Sell them 
the kind of pipe wrench you would buy yourself. 
Of course yow would want one that had specially 
hardened teeth—that had brute strength to meet the 
severest strain—and yet was simple in construction. 


For years the Morco has been selected as the best 
by men who know pipe wrenches. 


You will find it profitable to recommend Morco 
Pipe Wrenches to the customers you want to keep 
perfectly satisfied. 


Write the nearest office 


Chicago, Illinois 


ae ae MOORE DROP ,ORGING CO. i seem 
Springfield, Mass.US.A. ; 


Lendon Office: Gaston E. Marbaix, Limited, Adelaide House, King William Street, London, E.C.4. 
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~that have No Mercy 


on your bank account 


HAT items in your stock of gas heaters are the “bread-and- 
butter” numbers? The dollar earners? What items are the 
slow-movers—the duds? 


These tell-tale sheets, your stock records, will tell you if stock 
has been well bought and profitably sold. Likewise, they’ll make 


Seaserttstcted no secret of the evils of scattered buying, of carrying too many 
eunintantbcatcte lines and unnecessary varieties. 


© 1 ¢jeleje ' 

— The Adams Plan offers protection from these evils. It is a practi- 
cal, commonsense plan that is overcoming some of the major 
risks that have harassed retail merchants selling gas heaters. It 
is the result of the buying and selling experiences of 
over five hundred retail merchants in widely separated 
territories. These practical experiences have been 
boiled down and explained within the covers of a 
32-page book. Every page brims over 
with practical, solid “meat.” Every 
page contains readable and instructive 
information that you can apply every 
day right in your own business. 


ADAMS BROTHERS MBG. Co., Inc. 
1500 Fayette Street - - - ~+ Pittsburgh, Pa. 
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Ne. 4 
A beautifully designed 
heater priced for volume 
selling 
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No. 10 
The solid value built into this 
heater has made it the biggest 





No. ll selling number in the Adams 
A medium priced line of Cheerful Radiant 
popular seller Heaters 












Apams BroTHERS MANUFACTURING Co., INC. 
1500 Fayette Street, Pittsburgh, Pa. 

I am interested in making more profits from radiant heater 

merchandising. Send me a copy of your new book —“Charting 

a Safer Course to More Profits.” 












Name 
Address 
City. 
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Radiant Heaters 
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ATKINS ; 


SILVER 
STEEL 


Che Four Hundred for Christmas 


The Best Gift For The 
Man Who Uses A Saw 


If you are a hardware merchant and 
want the best saw for particular me- 
chanics for the Christmas trade, you 
can sell the Four Hundred and 
guarantee it as 


THE FINEST ON EARTH 


Here is a saw that is made of 
the finest stee] the great Atkins 
laboratories can prescribe— 
genuine “Silver Steel,”’ 
Atkins exclusive formula. 


THE FINEST QUALITY 
AND EXPERT WORKMANSHIP 


This saw is two-way taper ground by Atkins pat- 

ented process to make it cut easier and faster than 

any other saw. It is given a mirror polish. Equipped 

with Solid Rosewood Handle, piano finish, Improved 

Perfection Pattern—prevents wrist strain; attached to 

blade with nickel screws and a medallion, supplied in regular 

width, skew or straight back, also in Narrow Ship Point. If 

you want the finest saw that money and skill can produce, for high 

class mechanics, who pride themselves on using the very best, make 

your next order read Atkins Four Hundred Saws. Place order at once 
for holiday trade. 


Special Christmas Counter Display and Window Trim 


We will be glad to send you special counter and Christmas Window Trim featuring Atkins Four 
Hundred Saws with the improved Perfection Handle. Address Department D, Indianapolis. 


E. C. ATKINS & COMPANY 


ESTABLISHED 1857 The Silver Steel Saw People 
Machine Knife Factory: Home Office and Factory: Canadian Factory: 


Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 


Atlanta Minneapolis Portland 
Chicago New Orleans San Francisco 
Memphis New York Seattle 


Paris, France Vancouver, B. C. 
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Worth While 
Information 


—— merchandising today is 
no longer the comparatively 
simple business it was a few years 
back. High pressured competition, 
changes in the public’s buying hab- 
its, have increased the complexities 
and hazards of selling, but by the 
same token they have also en- 
hanced the dealer’s opportunities. 
Your trade paper may be com- 
pared to a signpost on the road to 
success. It discusses and helps in 
the solution of the numerous prob- 
lems confronting merchants. 


What Readers Say 
About Us 


“TI consider HARDWARE AGE the best 
hardware paper I get and get more 
good reading and enjoyment out of it 
than any other paper.”’ 

(Signed) O. H. J. FEULNER, 
Strawberry Point, Iowa. 


“Regarding HARDWARE AGE, we can’t 
get along without it, as we get plans 
and ideas that are worth many times 
the price of the paper.” 

(Signed) GEORGE E. HOBSON, 

Long Beach, Cal. 


“Your magazine alone will develop 
a hardware education of the highest 
order and is especially beneficial to 
retail hardware salesmen.” 

(Signed) J. C. CAIRNS, 
Abilene, Tex. 








SEN ARCOM RED, ea 


PR ER + Be 

























a et ee aaeaestheh inate aieteeeienet, a2: 5 aneenhennetnaeeaai 


BED OG TOOT te A GARE RP ca 


ss ia ied ett 


Semen 


PRE ene 


OY | Oe eR re 


AE DOOR ORT oe 























PRET ee Aa rR ee 


7 a a i a et a nc ee ee 


al Bt en 





HARDWARE AGE 





December 2, 1926 


Amazing 





The whole-hearted response to McKin- 
ney Forged Iron Hardware by the 
trade, consumers, builders and archi- 


tects has been no less than amazing. 


With a history of less than a year it has 
become one of the greatest hardware 
successes. The reasons are quite evident 
to all those familiar with the product. 
The many months spent in designing 
and perfecting the line were a decided 
factor. For every piece was made au- 
thentic in design. All application prob- 
lems were solved and the answers made 
a part of the design. The McKinney 
expert knowledge of lasting finishes 
produced permanent beauty. And the 
warranted faith in the tremendous size 
of the market caused the pieces to be 
moderately priced. 


7 - <) 


All this is a matter of record known 
and appreciated by the trade. The 
future is even brighter—a fact which 
is demonstrated by the thousands of 
consumers who are daily calling for 
literature on McKinney Forged Iron 


Hardware and Lanterns. 


response 





There is but one word of caution which 
should be spoken at this time. Many 
imitations have made their appearance 
recently. Some are merely “pock 
marked” metal painted black. Others 
fall short in the matter of authenticity 
of design. Still others lack a finish of 
permanence. 


To meet the demands of discriminating 
buyers, to build your reputation and 
profits be sure to specify McKinney 
Forged Iron Hardware. 


v ws w 


If you have not yet made McKinney 
Forged Iron Hardware and Lanterns a 
part of your business send at once for the 


complete story of this amazing success. 


ForcGE DIVISION 
McKInneEY MANUFACTURING Co. 


PirTsBuRGH, Pa. 


MAIL THIS COUPON 





Forge Division, McKinney MANUFACTURING COMPANY 
Pittsburgh, Pa. 


Please send me the items I have checked: 


4 plates showing details Catalog on 
sacar CO Forged Iron Hardware 


Name 





Address 
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The “Clerk” 
and the 
Convention 


Straighten 
the Sales 


Curve 


E recently attended a session of a local retail Hardware Association in a com- 
paratively large city. There was a good attendance, and about twenty-five per 
cent of those present were retail salesmen from local stores. 


They were the most interested listeners in the entire group. They asked ques- 
tions—sensible questions—which brought out answers to the homely, every day 
problems of the store they represented. | 


Those men will be better salesmen from now on. They will have a persona] 
interest in business. They will more faithfully represent the firms for whom they, 
work. I venture the prediction that their extra efforts on the day following that 
meeting more than paid for the investment incident to their attendance. From that 
day on, their extra effort spells extra profits for their firms. 

Some stores were not represented by their employees. “I asked one merchant 
why. “We don’t want them to know too much about our business” was the answer; 
“All we want them to do is what we tell them to do.” I have visited that firm’s 
store, and the ignorance of the men-behind+the-counter along certain lines is 
appalling. Evidently the members of the firm have forgotten to tell them a good 
many things they should know. 

The retail salesman is the connecting link between the merchant and the cus- 
tomer. If that link is weak the whole chain is weak. How in the world can a 
salesman adequately reflect the store, and the merchandise, unless he has an 
intimate knowledge of that institution and the goods it houses? 

Within a few weeks the annual convention season will open. All over this coun- 
try there will be hardware conventions, with practical and inspirational mer- 
chandising programs. In connection with many of them there will be exhibitions of 
merchandise, each exhibit handled by men who know the merchandise which they 
represent, and which they sell. 


— all seen the business charts which show the progress—or lack of prog- 
ress—of some retail store. You’ve probably noticed how the line which 
represents sales, moves up and down, according to seasons. Perhaps you have a 
similar chart of your own sales, and you have wondered how you could straighten 
out those hills and valleys, and show a steady, gradually rising sales volume. 

Some enterprising hardware merchants have accomplished this end by taking on 
profitable lines not strictly hardware, and by shifting lines in departments to fit the 
seasons. 


A progressive Ohio merchant, recognizing this fact, has combined his auto 
accessories and radio equipment in one department. During the summer months 
automobile accessories predominate, and only a small amount of radio apparatus 
is on display. As winter comes on, the auto accessories gradually give way until 
at the height of the winter season, radio predominates and auto accessories 
are in the minority. 

Will your men have an opportunity to attend those conventions? Will they be 
allowed to see those exhibits, and talk with those exhibitors? Are you planning on 
taking advantage of this big opportunity to put your pay-roll out of the expense 
column and into the investment column? 


I hope so, but—I wonder. 
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The 
Vanishing- Point of Profit 





T COSTS MONEY to do 


business. 


For every sale made in any 
industry, there is a distinct 
cost, outside the cost of the 

merchandise. Every sale made by a 
manufacturer, jobber or retailer, en- 
tails a certain definite expense which 
must be taken into consideration, if 
profits are to be made. The hardware 
industry as a whole has long recognized 
this basic fact, and has computed that 
expense on a percentage basis, under 
the name of “overhead.” 


Very few, however, have figured out 
in dollars and cents, the average cost per 
sale. 


And yet—such a computation is 
vitally necessary to merchandising suc- 
cess, because in every branch of the 
trade, there are numerous small sales— 
so small that they cannot possibly pay 
for the merchandise, and for the cost in- 
volved in the selling. 


Hence, there is a certain point in sales 
magnitude where costs only are covered 
—a vanishing-point of profit. Sales above 
that point show a profit; sales below that 
point reveal a loss. If any great propor- 
tion of a merchant’s individual sales are 
for amounts below the profit vanishing- 
point, the net profits of his business as 
a whole are bound to be low. 


An adequate average-size sale is 
therefore a necessary adjunct to profits. 
Also if a dollar sale is the smallest one 


which yields the Hardware merchant a 
profit, then he should strive to build up 
his less-than-a-dollar sales. 


That in brief illustrates the main rea- 
son why Hand-to-Mouth buying and its 
twin brother, Hand-to-Mouth selling are 
largely responsible for low profits and 
for the top heavy and constantly increas- 
ing cost of doing business today. This is 
as true with respect to the manufacturer 
and the jobber as it is with the retail 
merchant. 


The first step therefore for the re- 
tailer who desires a reasonable profit 
should be to determine the average cost 
of each sale made in his store. The next 
step is to determine his vanishing-point 
of profit; the third step is to acquaint his 
sales force with the facts, and cooperate 
with them in an honest effort to increase 
the average sale, and particularly to 
build up sales which fall below the 
profit-vanishing size. This does not mean 
forcing goods onto people. Rather it 
means a knowledge of merchandise, an 
equal knowledge of the public’s needs, 
and an ability to serve. It means finding 
out the other items which the customer 
needs and selling him those items. It also 
means the carrying of an adequate, well 
balanced stock. 


But when the retail merchant has 
built up his own average sale, he has 
only partly completed his job. The job- 
ber’s average sale must also be in- 
creased, and his unprofitable sales cut 
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The Relation of Small Sales 
to High Overhead 


HARDWARE AGE 
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Llew S. Soule 





down to a minimun,, if the general over- 
head of the industry is to be reduced. 


One large jobber in the Middle West 
recently computed his average sales 
cost, outside the cost of the merchandise. 
Using that as a basis he discovered that 
his vanishing-point of profit was reached 
in a sale of $22.50. A smaller local job- 


ber has located his profit-vanishing point 


in a sale of $17.50. 


Yet—each of these jobbers receives 
thousands of individual orders from re- 
tail merchants in amounts under ten 
dollars, or even five dollars, and each of 
those orders adds to the general cost of 
doing business in the hardware field. 
Undoubtedly it is necessary for mer- 
chants to place ten dollar, or five dollar 
orders at times, but the records of these 
jobbers show that some merchants send 
in as many as four and five such orders 
in a single week. 


If the merchants referred to were do- 
ing Requirement Buying, based on ac- 
curate records, instead of Hand-to- 
Mouth Buying, there would be a differ- 
ent story to tell and a lessened general 
overhead in the territory of those job- 
bers. 


Understand, we are not advocating 
over buying at any time. We are only 
pointing out the cost of placing non- 
profit bearing orders—a cost in which 
the whole industry shares. We are 
merely emphasizing the importance of 
requirement buying, which means the 
placing of orders large enough to cover 


a merchant’s requirements over a rea- 
sonable period. Only by such a system 
of buying can the public be adequately 
served, shortages avoided, and the gen- 
eral overhead reduced to a minimum. In 
the present phase of competition, a mini- 
mum general overhead in the hardware 
trade is absolutely necessary. 


The jobber in many cases is just as 
much, or more at fault. He fails to 
realize that the manufacturer also has 
his vanishing-point of profit. The job- 
ber’s function is to buy from manufac- 
turers in large enough volume to allow 
him to resell to merchants in smaller 
quantities. If a jobber makes a practice 
of placing with manufacturers only the 
same size orders the merchant places 
with him, he fails to justify his plaee in 
the chain of distribution. He adds to the 
general overhead and indirectly invites 
the manufacturer to go to the retailer 
direct—a costly and inefficient method of 
distribution, if generally practiced. 


The reducing of the general overhead 
of the hardware industry can only come 
from cooperative effort. It is a problem 
of the industry as a whole—a problem 
made more clear every day, through 
competition of sources outside the reg- 
ular channels of hardware distribution. 


The solution hinges largely on a care- 
ful study of the vanishing-point of profit 
—not of the retail merchant alone; not 
of the jobber alone; not of the manufac- 
turer alone—but of every factor in the 
entire hardware industry. 
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Builders’ Hardware Door by Door 


Closet Doors 


By W. N. Thomas 


EDITOR’S NOTE: This is the tenth installment of a new series of articles on builders’ hardware appearing 

every two weeks in the columns of HARDWARE AGE. The author, W. N. Thomas, is an acknowledged expert and 

knows how to tell his story. The next installment ae in the December 16 issue. Watch for it and 
rea 


the guests’ rooms of hotels, closets are very im- 
portant and offer much toward the dweller’s con- 
venience and comfort. 

In the higher grade buildings the “Closet Doors” 
are usually of the same thickness as the room doors, 
which commonly are 1% in. As economy forces down 
the general grade of buildings “Closet Doors” are 
often thinner than the other doors, or 1% in. thick, 
and in very cheap houses even down to 1% in. It is 
important to determine this point before taking up the 
question of the kind of hardware to use. It is rather 
common to have “Closet Doors” in dwellings carry 
large, full length, mirrors which add a considerable 


ik modern dwellings and apartments, as well as in 





At left (Fig. 1)— 
mortise 


4% inches suitable 
for closet doors 





amount to the weight of the doors. This should be 
considered in selecting the butts. 

The number of butts to be used should be the same 
as for the passage doors, because it is just as im- 
portant to hold a closet door in position and true 
alignment as it is for any other door. It is true that 
we often think of closet doors as not being used as 
much as the passage doors for the same room, but if 
a record were kept it would likely be found that the 
closet door is opened and closed oftener than the en- 
trance door. The size of the butts must be determined 
by the thickness of the doors and the trim that must 
be cleared in opening the door back as far as it can 
be opened, depending upon its location in the room. 

The quality of the hardware to be used on the 
“closet doors” should be equal to that used on the 
entrance doors. If cast bronze ball bearing butts be 
used for the room doors then the same should be used 
for the closet doors. If cast iron or steel butts be 
thought proper for the room doors, then the closet 
doors may have the same. 

Generally speaking, it seems desirable that it 
should be possible to lock with a key all closet doors. 
In homes it often occurs that rooms are to be repaired 








At right (Fig. 2)— 

Master keyed type 

of mortise knob lock 
for closet doors 








or decorated and the contents of the closets are not 
to be disturbed, then the closets should be locked. 
One cannot well tell ahead just which closet he will 
want to lock so when hardware for the house is se- 
lected locks should be provided for all closets. A 
314-in. or a 414-in. mortise knob lock (1) is suitable. 
If the locks to the rooms are master keyed the closet 
locks should also be master keyed in the same system 
as the other locks. For hotels it is now quite common 
to equip the room doors with mortise Cylinder Hotel 
Door locks. Master Keyed, Grand Master Keyed, 
etc., in sets to suit the convenience of the manage- 
ment. The locks for the closet doors are then mortise 
Cylinder Knob locks. (2). They are keyed so they 
can be opened by the guest’s key, which opens the 
door to the room in which the closet is located, but 
so the closet lock cannot be opened by the Floor Mas- 
ter Key nor the Grand Master Key. This allows the 
guest to lock his belongings in his closet with the as- 
surance that they will not be disturbed in his absence. 
However, there are times when it is quite proper and 
necessary for the management of the hotel to open a 
closed door, to make this possible it is well to have 
all the closet door locks set up to a separate master 
key known as the “Closet Master Key.” This key 





Above at left (Fig. 3)—Close spindle with thumb piece on 
the inside. At right (Fig. 4)—Ceiling hooks 
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should be kept by the management and used only un- 
der special circumstances. This arrangement may be 
accomplished whether the hotel is equipped with bit- 
key locks or with cylinder locks. 

As closet doors open out the locks must have, in 
addition to the latch bolt, a dead bolt to be thrown 
by the key, or an auxiliary bolt that will dog the 
latch bolt when the door is closed, otherwise the latch 
bolt may be easily forced back from the outside and 
the door opened. | 

The outside knob and escutcheon should match in 
material, design and finish the knobs and escutcheons 
used on the other doors showing in the rooms. 

There should always be a knob, or other device, for 
opening a closet door from the inside. There have 
been many cases of children, and even grown people, 
being locked in closets because the door was acci- 
dently closed—oftimes blown shut by the wind. A 
number of times the result has been very disastrous. 
The only reason for not putting a knob on the inside 
is to save a little money, but this is too serious a mat- 
ter to be sacrificed to economy. 

The inside knob may be the same as the one used 
outside or it may be a less expensive one, according 





Figures 5 (at 
left) and 6— 
Types of clothes 
hooks for closets 








to the owner’s idea. If economy is important a close 
spindle with a thumb piece on the inside (3) may be 
used, but it is not as effective as a full-sized knob. 
There is no reason for using an escutcheon on the in- 
side, a rose for the knob is quite enough. 

There should be supplied base knobs for these 
doors, the same as for other doors, so the knob will 
not strike against and break the plaster when the 
door is opened back against the wall. 
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No closet hardware is complete without suitable 
provision being made for hanging garments. A number 
of specialty people manufacture special devices which 
may be considered as “closet equipment.” These are 
often sold by hardware dealers, but are not usually 
considered as “builders’ hardware.” But there seems 
no good reason why they should not be included in 
the original hardware sale. They add much to the 
convenience of closets and ought to be an attractive 
subject for discussion with the lady who is to live 
in the house. I think they are ordinarily considered: 
as “accessories,” but why not make them “regular 
equipment” and increase your sales as well as your 
profits. If the so-called “closet equipment” is not 
included, do not fail to supply a suitable quantity of 
good coat and hat hooks, as well as ceiling hooks (4) 
for the under side of the closet shelf. In most locali- 
ties it is customary to furnish hooks enough to place 
them 8 in. apart around the closet. Cast brass or 
bronze hooks are best because there is no chance that 
they will rust and damage any garment hung on them. 
The hook shown at (5) has an advantage over the one 
shown at (6) because its shape prevents things from 
slipping back against the wall. If brass or bronze 
are to expensive the same style hooks may be had in 
cast iron in a large range of finishes at a consider- 
ably less price. 

Questions 


1. Are Closet-Doors always the same thickness as the 
Room Doors? 
2. How many butts should be used on Closet Doors? 
3. Should Closet-Doors be equipped with locks hav- 
ing keys? Why? 
4. What style lock would be proper for a Closet in a 
dwelling? 
What style lock would be proper for a Hotel Closet 
door? 
5. Should locks for Closet Doors be Master-Keyed? 
6. How should the locks for Closet Doors in Hotel 
Bed Rooms be keyed? 
. What would be the proper knob and escutcheon for 
outside of Closet Doors? 
8. Should there be a knob on inside? 


~] 





Who Pays? 


66 HEN a merchant, a manufacturer, or a 
VV banker closes his doors, who pays? 

This is the question on a card sent out by 
the Hughes Buie Company of El Paso, Tex., which 
they answer themselves, as follows: 

“Certainly not the bankrupt. He pays only to the 
extent of his assets. The balance of his debts must 
be absorbed by the community. Every business insti- 
tution, every professional man, every wage earner in 
the city must contribute to the deficit. No matter 
what caused the disaster all of us, in some measure, 
must bear part of the burden. 

“Find a community in which no failures occur and 


you will find a highly prosperous community. Pros- 
perity depends not only upon the volume, but equally 
upon the profitableness of the business transacted. 
“The price cutter is, therefore, an enemy to the 
prosperity of the community in which he operates. He 
demoralizes the line in which he is engaged, he curtails 
the eraning power of his industry and of his employees, 
he weakens the financial institutions carrying his ac- 
count and when the crash comes the solvent citizens 
of the community—banker and baker, painter and 
printer, merchant and miner, lawyer and _ laborer, 
teacher and tailor, must pay the bill.” —E«change. 
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More Trade Opinions 


Hits a Bull’s Eye 


HE article “Red Ink or Black” hits a Bull’s Eye. 
I have given this angle of the business plenty of 
thought. It is becoming more evident that the hardware 
store is being skimmed so that it resembles adulterated 
milk. It is about time we had an investigation and 
throw out the bad wood and readjust business methods. 

The business today is similar to a wounded fox sur- 
rounded by a flock of hounds. Each hound snapping 
at the fox. If the snapping at hardware store con- 
tinues, the vitality left will be small. Many of the items 
showing the smallest profit have the greatest handling 
cost. 

There are various causes but the one which impresses 
me most is that disease called VOLUME. Most every 
manufacturer has it. So have many of the jobbers. 
There is little thought given to consumption. In order 
to get VOLUME, merchandise is dumped into any 
channel with money to pay the price of that merchan- 
dise. I hope your editorial produces enough interest 
to set the ball rolling in the right direction. 

(Signed) FRED Horn, Brooklyn, N. Y. 
Director, New York State Retail 
Hardware Association. 





Walter J. Munro Disagrees 


HAT’S all the shooting for? 
article, “Red Ink or Black.” 

You say: “Immediately back of the hardware in- 
dustry today are at least two ‘unprofitable years,’ etc.” 
You quote Saunders Norvell concerning his reference 
to “Profitless Prosperity.” 

The contact which I have maintained with many 
established manufacturers and with many well-known, 
strongly established jobbers or distributors, causes me 
to hold to the conviction that in these well regulated 
businesses, volume and profit in 1925 and 1926 were 
on the whole most satisfactory. 

Let’s get some facts into the discussion. You know 
the foremost manufacturers—those who have an estab- 
lished product which passes to the trade through the 
jobber with a suggested resale price and an adequate 
margin of profit for the distributor and the retailer, 
where there is consumer advertising to create con- 
sumer demand, etc. How do their volumes and their 
profits in relation to volumes in 1925 and 1926 com- 
pare with the average for five or seven years pre- 
ceding? 

You know the large outstanding progressive dis- 
tributors, manned by competent, aggressive, sane, 
sensible business men who know how to conduct a 
business. Let’s find out how their income and profit 


I have read your 


in relation to income during 1925 and 1926 compares 
with the average for five or seven years preceding. 

I think your statements are most definite and that 
they must be sustained by facts. True, there are 
dealers, jobbers and manufacturers cutting each other’s 
throats needlessly buying the business but like the 
poor they have always been with us—like the poor, 
they always will. But, is it true that the large, lead- 
ing, outstanding, sound business houses, be they 
makers, distributors or retailers, have any reason to 
complain regarding volume or profit during two of the 
most prosperous years this nation has ever known? 

Or better still, what do you regard as a satisfactory 
profit on income? On invested capital? Let’s see 
how many of the big boys who do the major share of 
the business measure up—how many go beyond and 
how many fall short. 

Personally I am usually with you one hundred per 
cent. This time I think you see “red” and are all 
Dartmouth or Yale. 

(Signed) WALTER J. MUNRO, 
Vice-President, Household Brush Division, 
Osborn Manufacturing Company, 
Cleveland, Ohio. 





“Live and Let Live” 


¢¢P IVE and Let Live,” I consider this the most im- 

portant and best part of your article, “Red Ink 
or Black.” These four words sum up your whole 
article. 

If all of the dealers would carry out this thought, 
and, place a correct profit on goods sold—not give it 
away—lI am sure the year 1927 will be a more profit- 
able and a more prosperous one. 

(Signed) LILYAN CRYSTAL, Manager, 
M. CRYSTAL, Builders’ Hardware, 
Brooklyn, N. Y. 





Read Then Act, Says V. C. Redd 


LIKE the article, ‘Red Ink or Black,” immensely, 

and I have been wondering in my own mind why 
somebody has not said something along this line. It 
is not only a big subject, and I don’t even know how 
to suggest to you, to get it across and get it read and 
acted upon, but as you say, it is a vital subject. 

I have been wondering lately why the staple every- 
day commodities that hardware stores sell are continu- 
ally used as footballs among the trade. For the past 
two years Kentucky has been a hotbed of competition 
on wire fencing, nails and wire products. These items 
tie up more money than any other one thing the dealer 
carries in his stock, and the price has been whittled 
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and whittled in the last two years, until I doubt if 
there is a dealer in Kentucky (if he is honest with him- 
self, counting carrying charges and bad debts), that 
can show a profit on these items in that time. Quan- 
tity buying, or buying at the jobbing price in order 
to make more money, has only made the situation 
worse. The price goes that much lower. I am not 
censuring the other fellow any more than I am taking 
it to myself. I am just as deep in the mud as he is 
in the mire. I am just wondering who is going to be 
first to say “enough.” 

It seems to me that in all our discussions of the 
“Future of Retailing,” we have the cart before the 
horse. With the right kind of buying, the competition 
of mail order houses, chain stores and department 
stores could be met on the greater majority of items 
and still have a profit left. It is up to the rank and 
file of hardware dealers to pick the beam out of our 
own eyes before we try to take the mote out of our 
brother’s eye. We are doing the same thing with items 
that are as you say, essentially hardware, that we are 
accusing the mail order houses and chain stores of 
doing with items, that may in a sense belong in their 
stores. 

Somebody has said that the hardware dealer has his 
wishbone where his backbone ought to be. I don’t like 
to admit it, but nevertheless it is true in a great many 
cases when we come to asking a fair profit on the staple 
things we sell every day that go to make up the volume 
in our stores. The consumer pays everybody else a 
profit on nearly everything else he buys. I wish some- 
body would tell me why he shouldn’t do it on hardware. 
He would do it if the hardware dealers would stand up 
“on their hind legs” and ask it. 

I hope you will be able to think out some way to 
get a vital message like this before every hardware 
dealer in the land, get him to read it, and then act. 

(Signed) VEACH C. REDD, 
Cynthiana, Ky. 





Never Spoke a Truer Word 


WAS very much interested in your editorial of Nov. 
11, in the HARDWARE AGE, “Red Ink or Black.” 

You never spoke a truer word and I agree with you 
in every detail of your excellent editorial. 

It is only too true that profits in staple hardware are 
vanishing, and speaking from the standpoint of a job- 
ber, we have no one to blame but ourselves. 

While some of the smaller, and also the so-called cut- 
throat jobbers, seem to be responsible for the present 
demoralized prices, the larger and legitimate jobbers 
are equally guilty, in that they have not the backbone 
to ignore cut price competition, but meet such cut prices 
and even go lower at times. 

Jobbers have not learned a lesson from the past two 
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on “Red Ink or Black?” 


years’ experience and are even now starting out selling 
merchandise for next spring’s delivery at prices leaving 
no net profit whatever. 

Overhead expenses have not been reduced since the 
post-war period of inflated labor costs and cannot at 
this time be reduced to any appreciable extent. Yet 
staple merchandise is being offered today at prices 
showing an absolute loss on every sale. 

How long this will continue no one can tell. But 
this is certain; unless these policies are changed some, 
no doubt, will close up shop. 

I believe a similar condition prevails among the re- 
tailers, and many are now feeling the effect of sense- 
less competition. 

(Signed) C. G. BARTH, 
Vice-President ~-Rehm Hardware Co., 
Chicago, IIl. 





Arguments Are Well Taken 


THINK your arguments are well taken and wish 

that every hardware man in the country reads it 
and studies it over thoroughly. The idea that you can- 
not do business except by price-cutting or selling, so 
that you do not realize a profit, is very foolish. 

We have had a good example of that kind of business 
right here in Cleveland, and quite a number of them 
have been forced to close up and quit business. 

(Signed) FRANK M. POTTER, 
Cleveland, Ohio. 





Probes the Exposed Nerve 


OUR editorial, “Red Ink or Black,” surely does 

“Probe the exposed nerve” of the hardware job- 
ber’s “sensitive tooth.” We trust the jobber will take 
heed and mend his ways! Failure to do so will, as 
in the case of the tooth, result in the sudden elimina- 
tion from the ranks of his sounder associates. 

We have always managed to show a fair profit, be- 
cause of quick turnovers, careful buying, a minimum of 
credit losses, etc., but we find it more difficult each 
year to maintain our percentage of “gross profit,” be- 
cause some of our “over-anxious-to-do-business” com- 
petitors take pleasure in operating upon what you so 
aptly term, the “Profit-less Prosperity” plan. 

We agree with you that the public does not begrudge 
a fair profit to the producer or distributor, yet we can- 
not blame the public or the retail dealer, for buying 
merchandise, if some weak-kneed salesmen, with an 
equally weak-kneed house back of him, see fit to sell 
goods as near cost as they dare. 

Your suggestion to give service and quality mer- 
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‘‘Letters 


By Saunders Norvell 


around with you in your articles. I like to 
compare my thoughts with yours. I like to con- 
trast my life with yours.” Then he proceeds to tell 
me how different his life is from mine. His letter was 
very interesting, but somewhat too personal to publish! 


() = of my correspondents writes: “I like to travel 


- * % 


I thought that this week my readers might be in- 
terested in a batch of letters I have received on various 
subjects. Here is a letter from a hardware man of 
many years’ experience. For years he was in the 
jobbing business: 

San Francisco, Cal. 
Dear Sir: 

I want to write a very serious letter to you, because in 
a way it may help you to crystallize your ideas. All over 
the United States the hard roads and the automobile are 
doing away with distance and changing the distribution 
of hardware more especially than anything else, and while 
at one time I thought it would help the jobber in small 
towns, and what I mean by small towns is, take, for in- 
stance, the State of Iowa with its six or eight jobbers in 
different towns. I thought it would help people of this 
kind and greatly increase business, but I find that this is 
not going to be the case. For the reason that as the auto- 
mobile and hard roads put the small dealer out of com- 
mission, it also puts the town out of commission, and the 
town disappears from the map. All the people surrounding 
a good-sized town when the family gets into their automo- 
bile to go shopping go to these towns of 5000 and up to do 
their trading, and the larger class of retailers in these 
towns are feeling the benefit and the manufacturer is going 
to them direct. 

This will eventually put the small jobber into a large 
retailer, but the trouble is he won’t be any good as a pur- 
chaser of things. Both Montgomery, Ward & Company and 
Sears, Roebuck & Company are planning to put their sam- 
ple stores where they will sell profitable things that can 
be put into an automobile, and have a complete line of 
samples and then ship the orders they take from these 
samples, direct from their warehouses, as, for example, in 
Chicago and St. Paul. This is a condition that has to be 
met, and I think if you could change some of your methods 
whereby you could outline to the small jobber lines of goods 
that he could profitably sell to the retailer, that it would 
solve the problem. 

You see, if a small town loses 25 per cent of its business, 
it has lost the profit it is making, and will either fail or 
close out its business, and this is being done in the West 
at a much more rapid rate than anyone realizes. 

What I am writing to you about is going to happen all 
over the United States, and with the South improving its 
condition and following the North more closely, the jobber 
is going to be hit very hard. Especially is this going to be 
true with the very large hardware jobbing houses all over 
the United States who are heavily bonded. There is no 
doubt in my mind regarding these large houses, that they 
will finally go out of business. 

Whatever may be said about the Simmons Hardware 
Company and the management, and about W. D. Simmons, 
the president of the late Simmons Hardware Company, it 
was the disappearing of the small town and the changing 
of the conditions of the hardware business that put them 
out of business. W. D. Simmons was an apt scholar from 
his father, and it is a grave question in my mind if his 
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father had lived if the end would have been any different. 
It was a condition they did not realize. In 1900, this was 
when W. D. Simmons came into being the president of the 
company, the house was at the height of its prosperity 
and gradually lost its grip because the country was not 
taking their goods. The country was going more to the 
manufacturers, that is, the large hardware dealers were 
going direct to the manufacturer, and the demand for all 
kinds of edged tools, tools of all descriptions, and cutlery, 
commenced to decline and today there is not 50 per cent of 
tools sold that there was in 1900 and there is not 50 per 
cent of the cutlery sold that there was in 1900—this, con- 
sidering the large increase in our population. 


Every once in a while I hear of jobbers all over the 
United States giving their prices away that they get from 
New York syndicate buyers and manufacturers, and they 
give it away with no thought of the harm that they are 
doing. You see, so much of this buying is done by cheap 
buyers—I mean this both ways—that I do not think they 
have any responsibility on their shoulders in keeping prices 
strictly confidential. 


It is hard to get a Western nail, barb wire and field fence 
connection on account of not being able to keep any price 
strictly private. I think there are several mills would be 
quite willing to make a good concession if it was not that 
they were so afraid of having their prices given away. 
Why don’t you write an article on the subject—‘A Buyer’s 
First Duty Is to Keep Prices Confidential’? 


% * * 


Following is a hot one from a manufacturer in Cleve- 
land, Ohio. He anticipates an article I have had in 
mind for some time about the channels of distribution 
in the hardware line, the Convention address channel 
being from the manufacturer to the jobber and from 
the jobber to the retailer. The subject of this article 
of mine is going to be: “KIDDING EACH OTHER!” 


My Dear Mr. N.: 

I understand, from those who know you much better 
than I do, that in your day you have started many things. 
As I think of how efficient you are as a starter, I have long 
thought of suggesting something to start on, which when 
started in the hardware business undoubtedly will go a 
long way. You see, it is my desire to have you write 
something that really will make you famous. 


I hadn’t been in the hardware business but forty days 
when I ran across certain conditions which caused me to 
feel that unless they were changed I would want to remain 
in much less than forty years, and perhaps the thing that 
was the greatest surprise to me was the thing which I 
think would be a fitting subject for one of your editorials. 


You will remember that some two thousand years ago 
enunciation was given to the principle that no man could 
successfully serve two masters (and I think the Bible 
contains the exact statement and then gives the reasons). 
As I entered tfe hardware business, I found that many 
manufacturers headed by so-~alled business men were 
working in direct opposition to this enunciated principle 
and were selling to the wholesale hardware houses and at 
the same time soliciting business direct from the retail 
trade (the customers of the jobbers). 

I learn that this practice still continues and, I imayine, 
for the simple reason that the jobbers find so many other 
things of interest to engage their attention—things which 
concern the welfare of their business, that they have not 
seen fit to recognize or act upon the existence of this eco- 
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nomically unsound practice which should be stamped out 
and can be stamped out whenever the jobbers say the word. 

I am not so sure that the hardware jobbers have any 
reason in their conferences at Atlantic City to condemn 
the mail order people and the organizations which see fit 
to sell direct to the consumer through their own door- 
to-door salesmen. At least, these mail order houses and 
direct-selling organizations have an established policy 
which they stick to and do not violate. 

Personally, I feel that the most economical method of 
distribution is to sell to the established legitimate jobbers 
exclusively and not to accept any business whatever direct 
from the retail trade. However, this is simply a personal 
conviction and there are many who feel convinced to an 
equal degree that the better method is to sell direct to 
the retailer and avoid the jobber as if he did not exist. 
But it is the in-between-road of not following either of the 
two policies above outlined, but simply straddling, that pro- 
vokes me and causes me to have little or no respect for the 
manufacturer who straddles and less for the wholesalers 
who permit it. 

Isn’t this, then, the proper subject for an editorial? 
And if HARDWARE AGE will print it, isn’t it sure to arouse 
nation-wide discussion? If what you start leads where I 
think it will lead, you will have contributed something else 
worth while to the hardware business and given the broth- 
ro something to talk about at their next session at Atlantic 

ity. 


* *% * 


Here’s a hot one from a very prominent retail hard- 
ware merchant in the South: 


Dear Friend: 

I read all your articles in the HARDWARE AGE, and they 
are certainly interesting, but the best and most amusing 
was the last one. The way you handled that convention at 
Atlantic City was amusing. I don’t know when I ever en- 
joyed anything more than I did that article. 

The report on Hardware Council was a joke. 

I see that the retail national council have also had a meet- 
ing and that there were eight retail lines represented; some- 
thing like nine billion dollars annual sales represented. Is 
it not strange that at these conventions where they seem 
to transact so much business, there is actually and truly 
nothing to it? All I can say to you is to keep on keeping 
on. I don’t agree with you all the way through in every- 
thing that you write, but in the majority of cases I do. 
You and I have arrived at the age that it doesn’t matter 
much to either of us whether folks agree with us or not. 
We have our opinions and are willing to express them, and 
at that I expect we do more good than harm, and if we do, 
why should we worry? 

Your friend, 
X. X. X. 


* * * 


Here’s one from a manufacturer, 2 member of The 
Hardware Council. He attaches a thick bunch of re- 
ports from the Council. At the very first opportunity 
I have, I promise to study these reports and comment 
on them. At first glance, these reports indicate that 
a lot of thinking and hard work has been done by the 
Council—more later. Take a rain check: 


Dear Mr. Norvell: 

I found your chatty comments on the hardware conven- 
tion so interesting that I read the article all through. 

Just to give you a little advance information about the 
work of the Hardware Council, I am enclosing copy of one 
of the reports which will be printed in the pamphlet you 
have heard about. I am sorry that I cannot include with 
this a digest of the letters received from a large number of 
retailers, wholesalers and manufacturers upon which this 
report is based, as I cannot spare the only copy of this 
that I have. I believe, however, that Mr. Soule secured a 
copy of this as well as of the report when he was at At- 
lantic City. There is nothing confidential about this report 
and you can make any use of it that you may desire. I am 
sure that the hardware trade would be much interested in 
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an expression of your views on any of the subjects covered 
by the report whether you referred to the report itself or 


not. 
& * * 


An old hardware friend, a retail merchant in St. 
Louis, writes: 


Your articles interest me, every once in a while—Nova 
Scotia or Timbuctoo rambling is Greek to me—not so good. 
But your “Ford” article is “delicious.” My simple mind 
easily follows your 9th & Washington Av. talk exactly as 
when you were rooting day and night for a toe hold and the 
writer (do not believe you can place me) was window 
washer. Ha-ha, a potential 500 mo. man not allowed to 
earn 50 monthly. Romance in business? 

Longest letter written in decade. 

So this old friend was a window washer in my St. Louis 
days! Well, well! Washing windows has many ad- 
vantages. It broadens the view! This friend is now at 
the head of a large retail business, so his experience in 
polishing plate glass has not hurt him. The best thing 
I ever wrote as Mike Kinney was—‘“Stop running the 


Government and wash those front windows!” 
& % %& 


Here’s an encouraging letter from a well known 
Southern jobber. We have made a note the next time 
we motor down to Florida to stop by, meet this jobber 
and see the magnolia gardens. Once upon a time I was 
directly interested in one of the greatest collections of 
orchids in the world. I was a Trustee of Shaw’s Botani- 
cal Garden in St. Louis. Our Trustees, however, at their 
meetings talked more of the leases, rent and financial 
investments of the Shaw Estate than they did about 
flowers! Somebody’ must do the dirty work, even in 


running a garden! 


Dear Sir: s 
As a buyer and salesmanager, we are writing to thank 


you for your articles appearing in our hardware magazine. 
Not only do we find your articles human and therefore in- 
teresting, but also very encouraging and helpful. Coming 
from an experienced and successful business man, nat- 
urally your just criticisms and kind remarks fall upon such 
ground as must needs be improved. 

Incidentally, your writings have increased the circula- 
tion of this magazine 100 per cent with my firm as all my 
men now take HARDW4RE AGE, and I do not believe any of 
them have missed an article. 

We trust that you know enough about the Art of Living 
so that a long life will enable you to continue writing for 
our magazine for many years yet to come. 

Our jobbing house is one of the oldest in the U. S. A. 
and since we are not yet known ‘as a national jobber, you 
will readily see that our age is only a part of our glory. 
However, even our age might seem appropriate when I 
tell you that we are situated in “America’s most historic 
town.” 

When on your next vacation trip to Florida, do us the 
favor to stop off and allow us to show you some of our 
points of interest as well as one of the most beautiful 
flower gardens of the world, “Magnolia Gardens,” which 
you will find more gorgeously arrayed during the months 
of March and April. 

Assuring you of our interest in your goings and comings, 
we are, Yours very truly, 


*% * % 
From the President of one of the leading Boards of 
Trade in one of the Maritime Provinces: 


My Dear Mr. N.: 
Many thanks for your kind letter of the 4th inst., and I 
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Strong Appeal to Shop in a Dependable Store 
Pushes Holiday Trade to New High Mark 


Prospect of Severe Competition with Chain Stores Has Failed to Frighten 
Goldcamp Hardware Co., Ironton, Ohio—It Has Stimulated Them 
to Work Harder and Give Better Service to Customers 


NTO Ironton, Ohio, several years ago, came the 
chain stores with their aggressive selling methods 


and their low prices. But the pros- 
pect of severe competition failed to 
frighten the executives of the Goldcamp 
Hardware Co., which has been in business 
there since 1893. In fact, it stimulated 
them to work harder, to give better ser- 
vice to their customers and to make a 
stronger appeal to the citizens of Ironton 
to do their hardware shopping in a “de- 
pendable store.” 


The pre-Christmas buying season is the 
time when every hardware merchant 
worthy of his name should obtain a rea- 
sonable share of the gift money being 
spent by the people in his community. 
With the wide variety of products which 
he has to offer, there is little excuse for 
his failure to have a thriving trade. The 
Goldcamp Hardware Co. realized this fact, 
and by means of extensive newspaper ad- 
vertising and appropriate window dis- 
plays last year increased the volume of its 
holiday trade to a new high mark. 

There undoubtedly is a growing ten- 
dency to give Christmas presents which 
really are useful instead of merely orna- 
mental. The company stressed the point 
that hardware gifts are “useful, depend- 
able and sensible.” In addition, it carried 
in all of its advertisements just above the 
company’s name the phrase, “the hard- 
ware Christmas gift store.” By reiterat- 
ing this phrase on every occasion, the 
store rapidly became identified in the 
minds of the people of Ironton as the cen- 
ter for hardware Christmas shopping. 

Suggestion is one of the most potent 
weapons to use in selling merchandise. 
Realizing this, Henry B. Goldcamp, vice- 
president, listed in his newspaper adver- 
tisements about 90 items, all of which 
were suitable Christmas gifts. The reader 
was invited to sit down and check off with 
a pencil those articles which he wished to 
purchase. The variety offered ranged in 
price from a few cents to many dollars. 

“Dad” was given the tip that here, in 
the Goldcamp store, he could find presents 
to please “mother, wife, daughter, sister 


and aunt.” Then, 


such products as percolators, casseroles, 
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““Confidently Dad 
-Here’s A Tip” 


Gifts to please Mother, Wife, Daughter, 
Sister, Aunt. 


WHAT TO GIVE— 
HERE’S THE ANSWER 


Royal Rochester and Univer 
sal Percolators. 5, @, 7, and 
9 cup sizes in both alumi- 
num and copper nicke!lpiat- 
ed, in price $2.95 to $6.75 


Most beautiful line of Cas- 


seroles ever offered in Lron- 
ton in Pyrex or Heat-proof 
Royal Rochester 17 “e in 
Se mou oe rl qt. 
‘ss 50 
TE 25. 3.440" 50 $5, aq. 50, $6 to - 


Most women enjoy doing 
Se I. embroidery work. Our scis- 
=, >See sors always please. 75c, $1, 
>: » $1.25, $1.60 and sets for $3 

to $5. 


Replace Mother's Worn Out 
Tea Kettle with a new one 
several kinds to show you. 
Prices from $2 to $4. 


Let the kiddies also exper- 


ience the “joy of giving” by 

24 allowing them to buy some- 

WY thing all can enjoy. Waffle 
Iron $2.25. 


Pyrex ware is always ap 
preciated. Its a glass oven- 
ware that's guaranteed. 
Everybody likes it. A visit to 
our store will convince. you 
that good Pyrex gifts can be 
bought for $1.00 and even 


Universal Wrinkle-proof iron with and without oo 
n plug $6.76 and $6 Tourists =< weight iron idea! 

fer the girl away at school $4 

Themax and American Queen Irons $4 guaranteed. 


— creased sales eac 


h 
ar throughout the 8 8 tot 
no we have sold Es 
tate Ranges is evidence 
outiie ient to convince GAS RANGES 
anyone they satisfy. with Fresh Air 
Come in look over our a line of 1847 Rogers Bros. 


and Community Plate Silver Tableware. Here you can 
buy utility Hardware for everybody to meet every 
purse 


Cor. 4th and Center Street 








in the advertisement that followed, 
scissors, tea 
kettles, waffle irons, pyrex ware, electric 
irons and gas ranges were described, and 
their cost was listed. 

Dominating newspaper space was used 
to tell the public about the gifts which 
could be purchased at Goldcamp’s. Henry 
Goldcamp stated that he was not satisfied 
to confine his “printed salesman” within 
narrow bounds. If he insisted upon plac- 
ing such limits, he could expect only small 
returns. Therefore, the advertisements 
were large enough to command the atten- 
tion of readers, and in most cases to over- 
shadow the other advertisers on the page. 

The last-minute shopper was not neg- 
lected. A message for him appeared in the 
newspapers two days before Christmas. 
It suggested such gifts as roasters, pie 
servers, toasters, salad bowls, carvers, 
dainty china tea pots, boudoir lamps, sil- 
verware, kiddy kars, wagons, scooters, 
velocipedes, boxing gloves and skates. 
Thus, hundreds of dollars paid out almost 
on Christmas Eve found its way into the 
cash register of Goldcamp’s instead of 
into that of the chain stores. 


In discussing the chain-store competi- 
tion, Mr. Henry Goldcamp said that “the 
entrance of such a competitor in a small 
community is likely to cause a feeling 
akin to panic in the heart of the regular 
hardware dealer. The proprietors of the 
chain store undoubtedly have made a sur- 
vey of the town’s possibilities before lo- 
cating there; then, they often invest a 
liberal sum in erecting a modern structure 
to house their merchandise. Under the 
circumstances, they are certain to attract 
a following, and the hardware dealer can 
count upon losing a certain amount of 
business on small items. 

“But observation of the selling methods 
employed by his rivals should spur the in- 
dependent retailer on to greater endeav- 
ors. He should follow modern merchan- 
dising practices in marketing his goods. 
Such practices consist of: 


(1). Consistent advertising. (2). At- 
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tractive window dis- 
plays—changed fre- 
quently. (3). Mer- 
chandise arranged 
in the store so that 
customers will see it. 
(4). Neatness and 
cleanliness through- 
out the store. (5). 
Courteous and 
prompt service. (6). 
Suggestion by clerks 
of the purchase of 


| tical gift articles for men, women and l specials when a cus- 
NH, children, and also because the giving of ih > b P 

i, useless trinkets is becoming a thing of i tomer is buying 
i) the past. Suitable gifts for all can be Hh goods in the store. 


(7). Care in stock- 
ing sufficient mate- 
rial to meet custom- 
#)} ers’ needs. Do not 
/ give the people a 
|| legitimate excuse to 
go to the chain 
store. 

(8). Specialization 
—in addition to 





| The hardware store of today has become || 
# the most important Christmas shopping jj} 
Hi, place on accaunt of its hundreds of prac- {ij 


We invite you to read our daily adver- jj 
ij; tisements and particularly to glimpse at | 
Mm our windows often for Gifts of Utility. |j 
Hardware Suggestions for every one. | 


DCA 


i) purchased here at very reasonable prices. i 
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carrying a diversi- | 
fied supply of gen- | 








eral hardware items. | ‘DEC! 
“The dealer who A’ 
follows the few rules HARDWARE / 


listed above need not 
worry about chain- 


G O to the Goldcamp Hardware store 


est proportions since 
the entry of _ the 


Many may be disappointed because 
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mind his rules as 
listed? 








Your Influence 


OW much influence have you? 
do you control? How many people do your bid- 
ding? How much weight is attached to your words? 
Can you persuade a man to action? Can you move 
an audience with eloquence, or many readers with a 
push of your pen? How much influence have you? 

In any organized community the test of a man is 
likely to be his influence with other men. If he 
worked entirely alone, like a Robinson Crusoe, it might 
be merely his industry, special aptitudes and skills. 
But in any civilized community everything he does is 
measured by relations with other men. Politics have 
sometimes given influence an evil name. Yet anything 
motivated for evil is evil to that extent. 


How many votes 


Your success depends upon your influence—your in- 
fluence depends upon many things, not the least of 
which is playing your games according to the rules— 
fairly and squarely and earnestly and humanly and 
honestly. To do this you have to know the rules. 

In one of his virile verses Rudyard Kipling has 
said that the strength of the wolf is the pack, and the 
strength of the pack is the wolf. True, and the wolf 
must play its part in accordance with the rules of the 
pack—or be a lone wolf. 

As men grow older, as they accumulate experiences, 
as they contemplate the reasons back of the stories of 
their failures, as they study the lives and achievements 
of other men, the more do they usually become con- 


vinced of the truth that influence with men is a great 
factor in success. 

Most men, whether they realize it or not, have po- 
tential power and influence with men, which they do not 
husband to advantage, do not focus, do not mobilize, 
do not use. They too often are inclined to overlook or 
ignore the rules of the game, They too often under- 
estimate both the importance of influence and the power 
for influence which they have. They too often, if in 
business, overlook the necessity of knowing business 
law and other rules of business. 

Influence counts. If you are determined to succeed, 
do not dissipate, do not destroy, do not misuse, and 
do not fail to build your influence with the right kind 
of men.—Personal Efficiency. 





You cannot dodge your sentence of hard work if 
you expect to accomplish anything worth while. 





Display has much to do with desire. The members 
of the National Restaurant Association recently decided 
to remove the catsup bottle from the tables and produce 
it only when asked for. Result—a reduction of 40 per 
cent in the annual restaurant consumption of catsup. 


Perhaps you have unintentionally been testing out the 
same theory with some of the merchandise on your 
shelves. 
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Notes of an Itinerant Editor 


In Which He Describes a Visit to the Old Colonial Home of General 
Jackson—And Chats with Several Hardware Merchants 
in Nashville, Tenn. 


Hotel Hermitage, Nashville, Tenn., Sept. 22, 1926. 


AME here Sunday, passing through Clarks- 
® ville, Tenn., which was the home of President 
James Polk. There was no mistake or doubt 
about the Kentucky-Tennessee State line as the 
Tennessee roads are wonderful. Tennesseans claim 
that their governor will be stolen by Kentucky 
because of his active road building work since 
taking office. This of course is a local joke as 
Kentucky is about to 


Simmons Co., hardware jobbers. Had a brief chat 
with John Lewis who told me that auto accessories 
were active sellers in many Tennessee hardware 
stores. He showed me the Keith-Simmons auto 
accessory department and invited me to visit the 
company’s retail store down town. It is a fine 
store with a particularly good housefurnishings 
department, a big mill supply business and a sec- 
tion devoted to radio. 

There are _ several 





have good roads, and 
is building a fund for 
this purpose by taxing 
motorists five cents 
on every gallon of 
gasoline. 

Arrived here about 
2 in the afternoon 
and took advantage of 
the free afternoon to 
visit the Old Hermit- 
age, family home of 
President Andrew 
Jackson. It is a fine 
colonial mansion, with 
the original furniture 
and many relics of the 
beloved General Jack- 
son. I stood on the 
balcony, at the same 
spot the General stood 
when he made his last 
public address to the 
populace on _ the 
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good stores in Nash- 
ville. The Cash and 
Carry Hardware Store 
is exactly what the 
name implies. The 
idea has been success- 
ful, and Manager D. C. 
Stancell has some 
good ideas on retail 
merchandising. Space 
does not permit much 
of his selling ideas at 
this time but keep 
your weather eye open 
for a picture of him- 
self, the store and a 
few of his successful 
activities. 

Clark Hardware Co. 
is doing a big builders’ 
hardware business on 
Broadway. In two 
years this trade has 
been built on the 
promise to give as 
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grounds. As I stood 
there I could picture 
the scene of the gray haired ex-president talking 
to his friends in their velveteens with short tight 
coats dressed in the mode of the day. The family 
carriage is intact. General Jackson traveled in it 
to Washington, D. C., taking 30 days. Trains now 
take less than 30 hours and motorists take about 
3 days for the same trip. 

Nashville has a very unusual railroad operated 
jobbing building, directly on a spur track behind 
the Union Station. I was certainly pleased to find 
a good portion of this structure occupied by Keith- 


much attention and 
energy to filling orders properly as would be given 
to the solicitation of new business. 

Central Hardware Co. has open display tables, 
and complete metal shelving. The cutlery case in 
the front has been a good money maker and one 
of the partners has built up a good cutlery trade 
among butchers at the city markets. 

Will start for Louisville, Ky., in the morning. 
Confidentially, I hope to be able to steal a little 
time to visit Mammoth Cave, which is about half 
way, on the Dixie Highway. 





Radio Radiations 
A survey of the hardware and radio stores in any large city will show that 


the greater number handle radio receivers and accessories exclusively. The 
business in parts will be found to have gravitated to one or two stores, which 


are, however, doing an excellent business. 


Statistics compiled from various 


sources indicate that: 75 per cent of all Radio Sales are For Completed Re- 
ceivers and Accessories 25 per cent of all Radio Sales are For Parts. 
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Window display of sporting goods and hunting equipment in the store of the Hampton Hardware Co., Marysville, Cal. 
Most of the salesmen for this firm are enthusiastic hunters and know out-of-doors equipment 


An Indian ‘Trees a Deer Hunter 


A Story with a Moral for Hardware Merchants 


a very pleasant thought, but it approximates some 

of the ideas that passed through the mind of a 
man by the name of C. B. Wightman of Byron, Cal., 
while he was on a recent hunting trip to the French 
Meadows country in quest of deer. He didn’t get any. 
But the Indians almost got him. 

Wightman and a friend by the name of Hannum were 
stalking deer. Wightman had just come out of dense 
brush into a small open space, and was stealthily 
approaching an oak tree, using the protecting lower 
branches to guard his body as much as possible, keeping 
low so as to conceal his body and at the same time so 
that he could follow the fresh deer tracks. 

He wore a brown hunting coat, and carried his rifle 
in his hand so that the muzzle pointed at the ground. 
Lifting his eyes and gazing down the gulch, he sud- 
denly saw the figure of a stalwart Indian with bow 
and arrow poised. The Indian pointed directly at 
him, and fired... . 

Wightman just had time enough to duck behind the 
oak, as the arrow whizzed in his direction and buried 
its point in the bark of the tree. Incidentally, Wight- 
man’s hair was sticking out as straight and as far as the 
arrow was, but he glanced nevertheless from the other 
side of the tree to the spot from whence it came. What 
he saw nearly paralyzed him with terror. For two other 


ik by Indians and then dried like venison isn’t 


Oi ndians had joined the one with the bow and arrows 


and they were aiming directly at poor Wightman. 
In telling of his experience to friends, Wightman says 


that he did the only thing that he could think of in the 
emergency that might save him from death by arrows 
and bullets. It was evident that the Indians were 
sure that he was a deer. Some of the branches of the 
tree may have resembled horns at the distance of about 
200 yd. which separated him from the Indians. 

What Wightman did was about the only thing that 
he could do under the circumstances. He threw his hat 
into the air and yelled like an Apache. Instantly the 
rifles were lowered, and the man with the bow and 
arrow sat down. 

In a few minutes the four were in conversation. They 
all laughed, but the grin of* Wightman was forced, 
and his was what even white men would have to call a 
pale face. 

Never again, Wightman says, will he wear a brown 
coat while hunting. 

Could hardware dealers of California who sell sport- 
ing goods have a better argument in their favor to help 
them sell macanaws and brightly colored hunting 
jackets. 

This story caused the window trimmer at the Hamp- 
ton Hardware Co., Marysville, Cal., to put a couple of 
colored jackets in his display of hunting paraphernalia. 
Unfortunately, the accompanying photograph was taken 
before or just about the time that Wightman met the 
Indians. If this same photograph had been taken just 
a week later it would have shown two brightly colored 
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A Hardware Manufacturer in 


Soviet Russia 


Second Article of a Series Based on the Experiences of William E, Cross, Secre- 
tary-Treasurer of Clemson Brothers, Inc., Middletown, N. Y., in the 
Bolshevik Country—Another Chapter of This Interesting 
Series Will Appear in the December 9 Issue 


WAS to see many of these Red 
| Soldiers before I was through with 

Russia. The frontier guards and 
customs officials treated me _  cour- 
teously enough, after they had ex- 
amined my credentials, including the 
permit to enter Soviet Russia, which 
had been granted me, as an American 
business man, by the Bolshevik Consul 
General in London. 

After a wait while the red guards 
and customs people went completely 
through the train, we set off again, 
now on a railway that was completely 
Bolshevik controlled, for Moscow. The 
railway roadbed was immaculate, well 
ballasted and it actually appeared that 
the space between the tracks had been 
carefully weeded. 

We rolled on through miles and miles 
of well-tilled ground, split up into the 
tiny fields for individual farming that 
the Russian peasants have tilled for 
generations. 


Red Guard Appears 


I was sound asleep in my compart- 
ment that night, when suddenly the 
door opened and a Russian Red Guard 
came in and climbed into the berth 
above mine. This was at 2 o’clock in 
the morning. There were several 
vacant compartments in the car, and 
I have been at a loss to understand 
why the red soldier was put where he 
could watch over me. At any rate, all 
he did was to lean his head out of his 
berth, smoke two or three cigarettes, 
and then turn in. I finally concluded 
the soldier had been put there as a 
courtesy to me from the Soviet gov- 
ernment, to guard me, perhaps, from 
harm. I had identically the same ex- 
perience leaving Russia. Courtesy or 
not, it was not altogether a pleasant 
experience on my first night in Russia. 


Impressions of Moscow 


The next morning we rapidly ap- 
proached Moscow. Within a few miles 
from the capital, along the tracks, I 
saw hundreds of box cars in which 
families, unable to get housing ac- 
commodations, were living. The hous- 
ing shortage in Moscow is one of its 
worst features. | 

At 10 o’clock, when the train pulled 
in at the Windau station at Moscow, 
I was met by a representative of my 
firm in Russia and drove, in a droshky, 


William E. Cross 


through the streets to the Savoy Hotel. 
My first impression of Moscow was one 
of great interest, for in this ride to 
the hotel I caught glimpses of a people 
that seemed Asiatic and entirely dif- 
ferent. 

As we drove along, I learned that 
Felix Dzerjinsky, once head of the 
dreaded “Cheka,” later recognized as 
an extremely efficient business ad- 
ministrator for the government and 
one of the greatest figures of the Bol- 
shevik revolution, had died the night 
before. 


**Doug’”’ and “Mary” 


There were great crowds about the 
Savoy Hotel when our droshky pulled 
up, but they were not there because of 
Dzerjinsky’s death, but because “Doug” 
and “Mary” were at the Savoy, having 
arrived only shortly before my arrival. 
During their stay in Moscow, Mr. Fair- 
banks and Miss Pickford attracted 
about as much attention as if they had 
been in the United States. 

Only two hotels are operating in 
Moscow, and both are managed by the 
Soviet government. The other build- 
ings which once were hotels are now 
either government offices or residing 
places for Bolshevik officials. 


The Savoy is not the type of a 
hotel to which we in America are ac- 
customed, but it is exceedingly comfort- 
able. It ought to be, for the charges 
are terrific. 


Living Costs High 


My room, without bath, cost the 
equivalent of $15 a day. The food in 
the hotel restaurant, and elsewhere in 
the better restaurants of Moscow, was 
excellent, but I have never encountered 
higher charges. I have brought a 
sample menu from one of them back 
with me. Here are the American equi- 
valents of some of the dishes served 
and the prices: 


Vegetable soup 
Tomato salad 
Strawberries 
Filet steak 


There was no meat order under 
$1.50. Fresh berries and vegetables 
were fairly plentiful in Moscow at the 
season of my visit, July. 

The Bolsheviks have long discarded 
the currency that ran into millions, 
when it took an armload of their paper 
to change a dollar. I have brought 
home some of their silver and paper 
money. One ruble at present is the 
equivalent of more than fifty cents, 
American money. One receives one 
ruble and 96 copecks for one American 
dollar. 

On the day of my arrival in Moscow 
I was greatly impressed with the 
variety of dress worn by the people, 
and by the tremendous number of 
soldiers—Red Soldiers—who were 
constantly in evidence. With linen 
breeches, blouses and red hats and red 
belts—their summer’ uniforms—they 
were everywhere. Their high boots 
were glistening black—everyone in 
Russia seemed _ well-booted. All of 
these soldiers carried rifles, fierce-look- 
ing weapons, with sharp-pointed bayo- 
nets, and they seemed to carry them 
with the utmost disregard at whom 
they were pointing. 

The funeral of Dzerjinsky was an 
impressive affair. I viewed this and 
shall never forget the sight. First I 
was in a good viewing position in a 
hotel fronting on the Red Square, be- 
fore the Kremlin, in which the cer&® 
monies were held. 





(Continued on page 74) 
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If the bravest are the tenderest, the 
steer that provided our dinner was a 
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Hello, 


I understand you 
married one of the Youtsay twins. 
Why, man, those girls are so much 
alike I don’t see how you tell them 
apart.” 

“IT don’t try to tell them apart. 
the business of that other twin to look 


Holmes, 


It’s 


out.” 





He—“Why isn’t dinner ready?” 

She—“I’ve been down town bargain 
hunting all the afternoon, and I 
couldn’t get home in time.” 

He—“‘Humph! Looking for 
thing for nothing, I suppose.” 

She (sweetly) —“Yes, dear. Trying 
to get you a present.”—Selected. 


some: 





Fussy Old Dear—‘Conductor, are 
you quite sure this train is going to 
Shepherd’s Bush?” 

Conductor (wearily)—‘“Well, if it 
ain’t, lady, I’m in a worse mess than 
wot you are!” 





An angry lady rushed into the Mar- 
riage License Bureau. In her hand, 
she bore a license. To the clerk she 
said: 

“Did you, or did you not, issue this 
license for marryin’ me to Albert 
Briggs?” 

“Yes, I believe we did. Why?” 

“Well, what are you going to do 
about it?” she demanded, “he’s es- 
caped!”—Holly Leaves. 





“How did you happen to pay that 
lunch check,” asked the wife of the 
one who had lunched with her and a 
downtown business associate. 

“I didn’t intend to, but when we 
went to the cashier’s desk he just out- 
fumbled me. That’s all.” 





He had been looking over the Christ- 
mas cards on the counter for some 
time, when the saleswoman suggested: 
“Here’s a lovely sentiment, ‘To the only 
girl I ever loved’.”’ 

“That’s fine,” he said, brightening, 
“T’ll take five—no, six of those please.” 

—Western Christian Advocate. 


Little Lucy (to guest)—Do you like 
that cake, Mrs. Brown? 

Mrs. Brown—Yes, dearie, very much. 

Little Lucy—That’s funny, ‘cause 
Mother said you haven’t any taste. 





Percival: “That was the most un- 
kindest cut of all, as the poet says.” 

Penelope: “What was that?” 

“I showed her one of my boyhood 
pictures with my father holding me on 
his knee, and she said, ‘My who is the 
ventriloquist’?”—Selected. 








Vamp Victim Being Revamped 


Customs Official at the Canadian 
border (producing bottle)—“I thought 
you said there was nothing in your bag 
but wearing apparel—what’s this?” 

The Mrs.—“Oh—er—that’s my hus- 
band’s night cap.” 


The Judge: “You are charged with 
running your car sixty miles an hour, 
smashing a telephone pole and a plate 
glass window, and injuring six people 
What have you to say?” 

The Offender: “Great scott, Judge, 
doesn’t the fifteen dollars I pay for my 
license entitle me to any privileges at 
all?” 





but 
You know 


Traffic Cop: “I’m sorry, miss, 
I’ve got to tag your car. 
what that means?” 

The Sweet Young Thing: “Certainly, 
now I chase somebody else and tag 
them and then they’re it.”’ 





Dick’s acquiring a mustache 
"Neath his patrician beak; 
Getting it on the installment plan— 
A little down each week. 





Goldstein: “Wherever you go in the 
world you'll always find us Jews are 
the leading people.” 


O’Sullivan: “How about the North 
Pole?” 
Goldstein: “Well, Iceberg ain’t no 


Presbyterian name.” 

Coming down to breakfast late, her 
mother asked: “Did that young man 
kiss you last night?” 

“Now, mother, do you suppose he 
came all the way from Buenos Aires to 


look at the gold fish?” 





John—Teacher, can someone be pun 
ished for something he didn’t do? 

Teacher—Why, no, of course not. 

John — Well, I haven’t done my 
arithmetic. 


ee 


Waitress—And how did you find the 
apple pie? 

Diner—I moved the bit of cheese 
aside and there it was. 





Hearsh—“T thought you had a date 
with Helen tonight?” 

toy—“I did, but when I saw her 
leave the house with someone else just 
as I was arriving, I got sore and called 
it off.” 





Old Lady—What is your little broth- 
er’s name? 

Boy—We call him Flannel. 

Old Lady—How peculiar. Why? 

Boy—Because he shrinks from wash- 


ing. 
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Norvell Addresses the 
Manhattan and Bronx 
Retailers’ Assn. 


Contributing Editor of Hardware | 


Age Gives Intimate Glimpses 
of His 45 Years of Selling 


Saunders Norvell contributing editor 
of HARDWARE AGE participated in the 
November 16 meeting of the Hardware 
and Supply Dealers Association of the 
Manhattan and Bronx Boroughs, Inc., 
at New York Turn Hall, giving the 
members and their guests an intimate 
and fascinating glimpse of his forty- 
five years of successful selling. Mr. 
Norvell was in a reminiscent mood, 
citing examples of hard sales made, of 
difficulties ironed out and through it 
all emphasized the importance of know- 
ing your facts, before tackling any im- 
portant problem. He learned this 
asset from the late Col. E. C. Simmons. 
Mr. Norvell was introduced by R. J. 
Atkinson, Brooklyn, N. Y., vice-presi- 
dent of the National Retail Hardware 
Association, who acted as chairman of 
the meeting, at the request of Presi- 
dent Edward J. Ferguson. 

Ernest Johannessen, Baltimore, Md., 
president of the Baltimore Retail Hard- 
ware Association, present as a guest 
was quite impressed at the large dele- 
gation of Hardware Boosters, whom he 
referred to as the messengers of the 
trade. He said he was very glad to see 
salesmen and dealers meeting to dis- 
cuss their common problems. He said 
that each factor in the hardware in- 
dustry must take an industry view- 
point of all problems instead of con- 
sidering the individual angle as it 
affects either the manufacturer, jobber 
or retailer. “Read the trade journals,” 
he urged “and have your associates 
do the same. Discuss your problems 
with your assistants, help the construc- 
tive work of the Hardware Council by 
studying their findings.” Mr. Johan- 
nessen said he came particularly to 
hear Mr. Norvell whose articles in 
HARDWARE AGE were read everywhere. 

On behalf of the Manhattan and 
Bronx Association, Matt Kohlmeier 
presented Mr. Johannessen with a pair 
of gold cuff links the gift of the New 
York organization. 

Mr. Atkinson also introduced Charles 
Pincus, Stanley Works, Chief Booster, 
Hardware Boosters, and Harry Vogt, 
president of the Brooklyn Hardware 
Association. 

In introducing Mr. Norvell, the 
chairman, said he often traveled with 
the speaker through his human articles 
in HARDWARE AGE. Before speaking 
G. Duncan MacLeod, chairman of the 
entertainment committee presented Mr. 
Norvell with flowers for Mrs. Norvell 
who is ill, at the Presbyterian Hos- 
pital. Mr. Norvell told of his first job 
sorting steel butts, and lugging heavy 
stock around the Simmons warehouses. 
He told of the hardest sale ever made, 
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out in Oregon at which time he ob- 
tained an account which had steadfast- 
ly refused to consider the house. His 
plan had been to visit the store, study 
the situation and sell the dealer on 
better methods and then on his house. 
_Among the highlights of Mr. Norvell’s 
talk were the following: 

| “Be simple. The greatest ideas in 
the country are simple ideas. When 
you build a wall around yourself you 
not only keep others out but also shut 
yourself in from the rest of the world— 
a red-blooded man needs space. Fear 
is in the minds of most prospects, fear 





Saunders Norvell 


of losing all that they now have. 
Dispel this fear and you have won a 
major part of the battle. There was 
never a failure in Dun’s or Bradstreet’s 
showing failure because a man paid too 
high a price for any goods. Prices are 
more or less standard, but assortments 
vary and often the wrong assortment 
causes failure. Prices vary 5 per cent 
but assortments often vary from 25 to 
50 per cent depending upon how much 
care is used in the selection.” In clos- 
ing Mr. Norvell urged salesmen to 
have more contact with the clerks, as 
they are the men actually on the firing 
line. 

In relinquishing the chair Mr. Atkin- 
son paid a tribute to President Edward 
J. Ferguson as a leader in city and 
State hardware circles. 


Dietrich, Scobell & Company 


Jack Munro, Jr., has been appointed 
manager of sales in the Brooklyn terri- 
tory for Dietrich, Scobell & Co., 130 
Fifth Street, Long Island City, a dis- 
tributor of nails, wire goods, etc. 


Coates Clipper Manufacturing 


The Coates Clipper Manufacturing 
Co., Worcester, Mass., has been pur- 
chased by E. Howard Reed, M. Clifton 
Nelson and Albert W. Darling, who 
will in the future continue to operate 
the business. 

The firm of John H. Graham and 
Company, New York City, who has 
been the general sales agents for the 





capacity. 


Appoints Jack Munro, Jr. 


Company Is Sold 





Coates company, will continue in that 
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Philadelphia Dealers 
Tour Factory of 
Henry Disston & Sons 


Quaker City Merchants Watch 
with Interest Process of Mak- 
ing Saws, Step by Step 


With faces aglow from brilliance 
cast by spurting molten metal and 
backing away from flying sparks 
and intense heat, seventy-nine keenly 
interested retail hardware merchants, 
members of the Philadelphia Associ- 
ation, gathered around a huge furnace 
in the plant of Henry Disston & Sons, 
Inc., Philadelphia, Pa., on Nov. 18, and 
watched the flowing mass, the basic 
material that was to become finished 
saws, as it hissing and flame sputter- 
ing entered the ingot molds. 


They went step by step through the 
plant and observed each separate 
process and the care that went with 
the production of each component part 
to the highly finished product ready 
for sale to the ultimate customer. 


At the conclusion of the trip Harry 
D. Kaiser, president of the association, 
stated—“The effort, the equipment and 
the skilled labor required to make a 
saw is astonishing and then to think, 
some fellow wants to give it away. 
We have today seen many things that 
we merchants can put to some advan- 
tage. We have received something 
that will surely advance us in our 
business. We Philadelphians should be 
mighty proud that we can boast of 
the Disston plant. Since going into 
the manifold details of production and 
beholding the magnitude of it all, and 
reflecting in my own mind the little 
disturbances that sometimes make us 
feel we can ride right over the manu- 
facturer, I cannot help but take a 
bigger and broader view of the things 
that a manufacturer has to contend 
with and that we retailers can help a 
lot through cooperation toward better 
merchandising. I am proud that we 
have been permitted to come out here 
in this group.” 

S. Horace Disston, K. L. Zimmerman 
and D. W. Jenkins of the Disston or- 
ganization were invited to participate 
in the regular meeting of the associ- 
ation which was held in the Disston 
Auditorium. Mr. Disston told _ the 
retailers that there was no time like 
the present that the hardware mer- 
chant needs knowledge of the tools he 
is selling—no time like the present for 
the manufacturers, jobbers and retail- 
ers to get together along practical lines 
that will add to profits—no question 
at all in asking the proper price over 
the counter, for all are in business to 
make money and cannot afford to give 
goods away. On the subject of “Hand 
to Mouth Buying,” Mr. Disston stated 
there were arguments on both sides of 





(Continued on page 53) 
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California Hardware 
Firm Buys Store at 
Somerton, Arizona 


Imperial Valley Hardware Co. 
Adds Another Store to Its List 
of Eight in the Imperial Valley 


With the purchase of the Caruthers 
Hardware Co., Somerton, Ariz., by the 
Imperial Valley Hardware Co., El 
Centro, Cal., another store has been 
added to the group of eight stores now 
owned and operated by the Imperial 
company. 

The Caruthers store was purchased 
from the Caruthers estate by H. P. 
Meyer, secretary and general manager 
of the Imperial Valley Hardware Co. 

The original Imperial store was 
established in Holtville, Cal., in 1908 
and was followed by the opening of 
stores at Calexico in 1909, Brawley in 
1910, El Centro, Seeley and Imperial 
in 1918, Calipatria in 1915 and Yuma 
in 1923. 

The completion of a State highway 
between E] Centro and Somerton made 
the purchase of the Caruthers store 
practicable and the Imperial company 
will now operate its own truck service 
to the Yuma and Somerton stores, from 
the main warehouse located at El 
Centro. 

The Somerton store was originally 
established in 1915, and carries a gen- 
eral line of sporting goods, implements, 
household goods and hardware. 

It is the plan of the Imperial Valley 
Hardware Co., to enlarge the present 
stock, repaint the building, add new 
fixtures and other necessary improve- 
ments. Some staple furniture lines 
will also be added. 





Sparklets Announces Additional 


Wholesale Hardware Distributors 


Sparklets, Inc., 19-25 West 44th St., 
New York City, United States dis- 
tributor for the Sparklet Syphon and 
Sparklets announces the following ad- 
ditional wholesale hardware jobbers as 
distributors in their respective terri- 
tories; Masback Hardware Co., New 
York City; M. S. Young & Co., Allen- 
town, Pa.; Greer & Laing, Wheeling, 
W. Va.; Henry Gilbert & Son, Harris- 
burg, Pa.; Shapleigh Hardware Co., 
St. Louis, Mo., and Van Camp Hard- 
ware & Iron Co., Indianapolis, Ind. 





W. S. Etheridge 
Appointed by American 
Flyer Manufacturing Co. 


W. S. Etheridge has been appointed 
sales manager of the electrical division 
of the American Flyer Manufacturing 
Co., Chicago, IIl. 

“Big Bill” as he is familiarly known 
comes to the American Flyer company 
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William M. Pattison 





from the Hamilton Beach Manufactur- 
ing Co., Racine, Wis., of which concern 
he was formerly general sales manager. 





Philadelphia Retailers 


(Continued from page 52) 


the fence. He referred to a New 
England merchant who had lost two 
sales, and probably two good customers, 
because the goods being a little off 
size or standard he did not carry them 
in stock. 

A jobber must stock on what he ex- 
pects the retailer to buy and he natu- 
rally buys from the manufacturer ac- 
cordingly. Rapid transportation makes 
it easy to get goods—hence it is doubt- 
ful if the future holds encouragement 
for the good size orders of olden days. 

Many were nipped in 1920 and do 
not want to get nipped again but some- 
body must pay for service of the small 
order that is trucked for a loss of four 
or five dollars. There is little improve- 
ment if manufacturers have to arrange 
to take care of small orders—it means 
additional people in the parcels post 
department, plus the extra trucks— 
even with a service charge of 10 per 
cent premium—somebody has to pay 
for it. 

E. C. Fisher, J. G. Esmonde, Edward 
Harris and N. C. Engle reported more 
business than last year but credited 
this fact to having the goods when 
called for. Mr. Engle cited instances 
however when he was unable to buy 
some things from the jobber—indicat- 
ing that the common fault of hand to 
mouth buying does not rest entirely 
with the retailer. Yet it appears un- 
reasonable that a man can keep so 
large a stock as he did ten years ago. 
He further stated that when the mar- 
ket eases off he gives more time to 
personal work. 

Edward Harris, 2029 Frankford 
Ave., and Dietz Brothers, 3606 German- 
town Ave., were elected to membership. 

At the conclusion of the meeting a 
rising vote of thanks was extended to 
the Disston organization for courtesy 
during the tour. 
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Stroke Is Fatal to 
W. M. Pattison of 
Cleveland, Ohio 


President of Mill Supply Firm 
Bearing His Name Succumbs 
to Effects of Paralytic Stroke 


William M. Pattison, president of the 
W. M. Pattison Supply Co., dealer in 
mill supplies and machinery, Cleveland, 
Ohio, died Nov. 16 from the effects of 
a paralytic stroke that forced him to 
retire from active business four months 
ago. 

Mr. Pattison was one of the organ- 
izers of the National Supply and Ma- 
chinery Dealers’ Association and 
served two years as president of that 
organization, being first elected in 
1909. He was also one of the organ- 
izers of the National Association of 
Jobbers of Wrought Pipe and Fittings, 
which later became the National Pipe 
and Supplies Association and was pres- 
ident of that organization for two 
years, starting in 1913. 

Starting as an office boy with the 
George Worthington Co., wholesale 
hardware jobber, Cleveland, he worked 
his way up to become a director of 
that firm with which he was identified 
for eighteen years and was at the head 
of Worthington’s mill supply depart- 
ment when he resigned in 1897 to or- 
ganize the W. M. Pattison Supply Co. 

Mr. Pattison has served as president 
of the Cleveland Association of Credit 
Men and as president of the National 
Association of Credit Men. He was a 
director of the Ohio Body Corp., and 
the Swartwout Co., Cleveland, of the 
Guardian Trust Co., and several local 
savings and loan companies. 





North Jersey Dealers Discuss 
Installment Selling and 
Insurance 


A discussion of installment selling 
and mutual insurance was a feature of 
the regular monthly meeting of the 
North Jersey Hardware and Supply 
Association, held on the evening of 
Nov. 16 at the Down Town Club, New- 
ark, N. J. 

The speakers of the evening included 
Robert J. Murray, president of PASHA, 
and W. Glenn Pearce, field secretary 
of the same organization. Mortimer 
C. Gildy, eastern division sales man- 
ager of the Syracuse Washing Machine 
Co., Syracuse, N. Y., urged his hearers 
to adopt installment selling. 

Following Mr. Gildy’s address, there 
was an open discussion on the subject 
of installment selling. Al Birkenmeir, 
president of the North Jersey Associa- 
tion, in telling of his own experiences, 
urged dealers to adopt the same ener- 
getic methods of merchandising as are 
employed by house-to-house canvassers. 
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Annual Report of Bureau of Census Emphasizes 
Importance of Statistics 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


tribution is emphasized by the annual report of Director 


PD tributi ITION of the importance of statistics regarding dis- | 


Steuart of the Bureau of Census. 


In connection with the 


statistical information from manufacturers, the report calls atten- 
tion to the importance of similar statistics on distribuion, informa- 
tion of which at the present time the Bureau is not authorized to 


collect. 


It is probable, the report states, that there are in this country 
over 1,000,000 independent enterprises engaged in distribution. For 
a proper analysis and understanding of manufacturing data Direc- 
tor Steuart believes a census on distribution is essential. 

The report recommends that preliminary work be done as soon 
as possible in order to establish the best methods to be followed in 
taking a census of distribution and that the work be identified with 


the census of manufactures. 


At present the Bureau collects and publishes statistics of employ- 
ment, wages, production and power for all manufactures each second 
year, and of stocks, production, consumption, sales and various 
other facts concerning the leading key industries annually or at 
more frequent intervals. The purpose is to show the principal facts 
regarding all of the productive industries of the country. 


The data are collected largely by 
correspondence but in part also through 
the employment of a large field force. 
During the year ended June 30, 1926, 
approximately 743,000 reports were re- 
ceived from the 282,954 establishments 
covered by these statistics. Director 
Steuart, in pointing out the number of 
enterprises engaged in distribution, ex- 
plains that many of them distribute 
their products direct to the consumers. 
Under these conditions, he states, a 
census of distribution is essential to a 
proper analysis and understanding of 
the manufactures data and to a defi- 
nite knowledge concerning the number 
and importance of independent enter- 
prises engaging in two main branches 
of industrial and commercial develop- 
ment. 

Mr. Steuart again emphasizes the ne- 
cessity for cooperation to secure the 
best results in gathering statistical in- 
formation. This cooperation should ex- 
ist, he states, not only among the sta- 
tistical offices of the Federal Govern- 
ment, but also among those of the State 
and city governments and private or- 
ganizations. The methods followed to 
obtain this cooperation, he points out, 
have been continued and extended. Ar- 
rangements for cooperation are now 
being carried on between practically 
all Federal statistical offices. There 
were almost 1200 chambers of com- 
merce and boards of trade, it is re- 
vealed, that cooperated in taking the 
census of manufactures in 1925. 


* * * 


Secretary of Commerce Hoover in his 








report for the fiscal year 1925-1926 pre- 
sents an economic review which states 
that the fiscal year has been one never 
surpassed in the history of the country 
in the volume of production and con- 
sumption, in the physical quantity of 
exports and imports, and in the rate of 


wages. Although the prices of com- 
modities in the fiscal year were prac- 
tically no higher than in the preceding 
year, the value of sales of retail stores 
and mail-order houses showed a consid- 
erable increase, the report says. These 
figures are declared to be particularly 
significant as showing an advance in 
the already high volume of consump- 
tion sufficient to take care of the con- 
stantly greater output of American in- 
dustry. 

The fact that the sales of mail order 
houses were more than _ one-third 
greater than in the fiscal year 1922- 
23, it is declared, is a clear evidence of 
the gradual improvement in buying 
power among the farm population. 
Based upon the calendar year 1919, 
which is given the index number of 100, 
the value of sales of department stores 
in the fiscal year ended June 30, 1926, 
is placed at the index number of 133; 
of 5 and 10 cent stores at 219; of mail 
order houses at 122, and of wholesale 
trade at 85. The report states that a 
slight advance appeared in the general 
level of retail prices during the fiscal 
year 1925-26, the cost of living index 
averaging 175, with 1913 taken as 100, 
as compared with 171 in each of the 
two preceding fiscal years. 

The advance was due to higher food 





prices, as other elements in the cost of 
living, taken as a group, showed prac- 
tically no change. Metals and metal 
products showed the smallest increase 
over 1913 of any of the products listed, 
taking an index of 128. The greatest 
increase was in cloths and clothing, 
which took an index number of 184. 


* * * 


Scientific study of the iron and steel 
industry for the purpose of establish- 
ing standard rates on depreciation for 
tax purposes has been begun by the 
Bureau of Internal Revenue through 
voluntary cooperation of the industry 
with the Bureau. It is a farreaching 
and progressive step looking to the set- 
ting up of typical rates of depreciation, 
which has been described as a “moot 
and difficult question for government 
and business to reach an agreement 
upon.” Important principles will be 
established in determining upon an 
agreeable basis for solution of the in- 
tricate problem of tax rates on depre- 
ciation and maintenance charges. The 
study being made in the iron and steel 
industry is the most comprehensive of 
the kind ever undertaken. Because of 
the importance of the industry itself 
and the broad subject being studied 
there likely will follow the adoption of 
a definite procedure in the future audit 
of tax returns, but with no intention of 
reopening depreciation questions set- 
tled in any audits already completed. 
The work being done in the iron and 
steel industry has created such a wide- 
spread interest that the Department of 
Manufacture of the Chamber of Com- 
merce of the United States has issued 
a statement urging all other lines: of 
industry to facilitate the work of the 
Bureau of Internal Revenue by making 
similar studies on their own initiative. 


* * * 


With the exception of 1922, when 
patent applications withheld during the 
war were submitted in abnormally 
large numbers, the number of applica- 
tions filed during 1925-26 was the 
largest in the history of the office, ac- 
cording to the annual report of Com- 
missioner Thomas E. Robertson. Ap- 
plications for patents for inventions, 
designs and reissues increased from 
82,213 in 1925 to 85,279 in 1926; and 
trademarks, labels and prints from 
21,378 to 24,751. The report again 
makes an urgent appeal for more ex- 
aminers in order that the Patent Office 
might adequately cope with the con- 
stantly growing demands upon it. 
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Steel Cap Screw Price Lists 


Compiled for Hardware Age by M. M. Godschalk 


EXPLANATION—List prices are in accordance with latest revision of 1923. Knowing your cost on 
these sizes and knowing the margin you wish to make on screws, you can readily determine a price for 
any desired quantity. For example: On steel cap screws, one inch in length, 14, inch diameter, let us 
assume that you wish to sell at 3314 off list. You would find the one inch column and run along it un- 
til you were under the 331, off list discount column, which in this case would be 204—-your selling price. 
Should you on the same number have a quantity order, you could quote 40 or 50 off list by the same 
method. List prices are per 100. 


STEEL CAP SCREWS STEEL CAP SCREWS 
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General Market News 





REST 


Holiday Goods Very Active— 


Credits Show Some Improvement 


] ) impor for holiday goods is the outstanding activity in the 


important hardware markets at this time. 


Gift items, tree 


lighting outfits, tree stands and kindred merchandise are moving 


satisfactorily in all sections. 


amount of attention, consistent with the trend of the weather. 


Seasonal hardware is receiving a fair 


Cold 


days help the sale of stove goods, furnace sundries, etc. 
Staple lines are comparatively quiet in most markets, current business 


being about on a par with last year’s volume on such items. 


Screws 


and nails have advanced in practically al] eastern markets and in some 


western sections. 


Otherwise prices remain fairly steady. 


Credits in the hardware business continue to show some improvement 


in all parts of the country. 





Basic Materials Markets 
Kindred to Hardware 


Price tendencies in finished products 
being largely the reflection of condi- 
tions in the raw materials market, we 
present here a few opinions, from re- 
liable sources on several basic — 
of interest to the hardware trade. 


LINSEED OIL.—Seed markets show 
slight advances, though carload prices 
on oil declined another point. A record 
seed crop is predicted from the Ar- 
gentine. 

SHELLAC.—Buying fairly active. 
Prices firm and the belief exists that 
prices will continue to hold. 


TURPS.—Market firm, with slight ad- 


vances. Demand fair. 


ROSIN.—Prices somewhat irregular. 
Pale grades very firm but lower grades 
said to be shaded slightly. 


LEAD.—Good demand at slightly high- 
er prices. Buying now for December 
and January shipments. 


ZINC.—Slight declines reported. Buy- 
ing comparatively quiet at press time. 


COPPER.—Price unchanged but de- 
mand improving. 


Window Glass Demand Good; 
Plate Production Large 


The demand for window glass was 
reported by the manufacturers to be 
very good. It is estimated, says the 
National Glass Budget, that the re- 
quirements of the country this year will 
run between ten and eleven million 
boxes, each containing 50 square feet. 
Factory output now is believed to be 
considerably under 750,000 boxes 
monthly. Stocks in the warehouses of 
the producers are gradually being re- 
duced. 

Affairs remain unchanged in the 
plate glass trade. Production is high 
with demand not as large as factory 





output. During the month of October 
there were 11,185,713 — feet of 
plate glass made in the domestic plate 
glass works, according to figures com- 
piled by Paul A. Hughes, secretary of 
the Plate Glass Manufacturers of 
America. This amount compares with 
10,713,640 square feet produced in Oc- 
tober, 1925. The total output of 
domestic factories during the ten 
months ending with October, 1926, was 
111,808,190 square feet. 


Exports Highest in October, 
Says N. Y. Bank Report 


Exports of merchandise during Oc- 
tober aggregated in value $457,000,000, 
the highest this year, although less 
than in October of the prenene two 
years, says a bulletin ofIrving Trust 
& Bank Co., New York City. Imports 
of $383,000,000 were $38,000,000 great- 
er than in September, and $9,000,000 
above October, 1925. For the first ten 
months of this year there was a favor- 
able trade balance of $161,000,000 as 
compared with a favorable trade bal- 
ance of $540,000,000 in 1925. The first 
ten months of 1926 show net gold im- 
ports of $78,551,000. On the other 
hand, silver exports exceeded imports 
by $18,972,000. 


Sustained Shipments Re- 


ported for Steel Sheets 


The monthly report of the National 
Association of Sheet and Tin Plate 
Manufacturers for October, disclosed 
sustained shipments as compared with 
the previous month, a slight increase in 
production but a rather steep descent 
in sales and unfilled orders. The ap- 
parent decrease in the latter item for 
October (the difference between sales 
and shipments), was 89,445 tons. The 
reported decrease is 149,984, indicating 
rather substantial cancellations. 





Lead Prices Guaranteed Until 
June 30, 1927 


National Lead Co., New York City, 
announced Nov. 18 that in the event 
of a reduction in present card prices 
on Dutch Boy white lead in oil, red 
lead in oil, dry white lead, red dry 
lead, and litharge prior to June 30, 
1927, jobbers and dealers will be pro- 
tected against loss, by reason of such 
reduction, on stocks purchased after 
Nov. 18 and remaining unsold at the 
time of the decline in price. Dry prod- 
ucts in packages larger than 100 lb. 
are not included. 


State Building Activity Sets a 
New Record 


Contrary to the expected course of 
building plans, the last quarter opened 
with a month of activity which estab- 
lished a new record for the year. Per- 
mits issued in 23 cities of New York 
State during October were valued at 
$131,000,000, almost $7,000,000 more 
than the unusual valuation of October, 
1925, says the New York Commercial. 

This points to a change in the sea- 
sonal movement of permits in this 
State. As in 1925, numerous plans for 
office buildings, apartment houses and 
amusement places were filed in New 
York City, and these were responsible 
for the peak in October, which matched 
the earlier one of the spring. 

The rest of the cities of the State in 
both the Westchester and up-State dis- 
tricts began to slow down as usual. 
How much of the work planned in Oc- 
tober is for winter building is a ques- 
tion, but undoubtedly this has had 
something to do with the increase in 
permits filed during the fall. This 
statement was issued by Industrial 
Commissioner James A. Hamilton. 


Construction on Increase 


Construction planned in the ten 
months of this year has reached $1,036,- 
000,000 4 per cent more than in the 
corresponding ten months of 19265. 
Residential building is the class which 
has advanced most decidedly over 1925, 
though the lead over last year was not 
increased in October. Amusement 
places which were conspicuous in the 
October figures were another class of 
construction which has been important 
in keeping permits ahead of last year, 
although public, commercial and indus- 
trial buildings have declined. 

A recent analysis of labor conditions 
in the building trades by the building 
economic research bureau of the Amer- 
ican Bond & Mortgage Co. states that 
wages, while firm, are showing no ten- 
dency to rise further. They add that 
the supply of common labor and skilled 
craftsmen is adequate to take care of 
present construction, except in a few 
localities. 

The October total for New York City 
was close to $120,000,000, $43,000,000 
more than September. 
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November ‘Trade Volume Satisfactory 


in Cleveland Territory—Prices Firm 


(Cleveland office of HARDWARE AGE) | 

ARDWARE sales have improved and jobbers report that the 
H November volume will be ahead of last year. October fell 
below October, 1925, when business was very good. Re- 
tailers are not inclined to stock heavily, especially with the approach 
of inventory time and the more active demand that has developed 
for staple merchandise is taken to mean that their stocks have be- 





come low. 


Holiday business is in full swing with jobbers and the indications 
are that their sales in most lines of holiday merchandise will break 


former records. 


Items that are most active include electrical appli- 


ances, cutlery, radio equipment, glass baking ware and mountings. 
A Cleveland jobber who has added electrical trains this season re- 


ports that sales of these are exceeding all expectations. 


Seasonal 


lines for next spring are moving better than they were a few weeks 


ago. 


which retailers had heretofore shown little interest. 


Quite a little business is now being taken in steel goods, in 


Some spring 


orders are being booked for builders’ hardware and screen doors. 
There are few price changes and not many are expected before 


the end of the year. 


Jobbers have placed the reduced prices in 


effect on automobile tires and lower quotations are being made on 


butts. 


Low prices are also appearing on white cotton duck, which 


has been affected by the low price of cotton, but cotton gloves are 


unchanged. 


Collections are not as good as they have been. 


The credit man- 


ager of the leading jobbing house expresses the belief that the pres- 
ent unsatisfactory condition of the collection situation in 75 per cent 


of the cases is due to two causes. 


One is that the retailers do not 


know the cost of doing business and the other is that the retailer 


makes no terms of payment by his customers. 


These, he points out, 


buy merchandise from stores in other lines, often on the instalment 


plan, which have fixed times of payment. 


The consumer keeps 


these payments up as required, but lets the hardware merchant wait. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—A price reduction of from 
10 to 20 per cent was made on tires 
Nov. 15. Sales have been light re- 
cently, but the reduced prices are ex- 
pected to lead to considerable spring 
buying. 

Cleveland jobbers quote Mansfield 
tires, f.o.b. Cleveland, 30 x 3% in. 
Liberty cord, $6.60; heavy duty over- 
size, $8.75; 32 x 4 in. Libe 


$11. 15: heavy huts oversize, 
balloon tires, 27 x 4.40, $9.15: x 


balloon tire tubes, 27 4.40, 
eg _ Patae: Ge $2.95: B30 x 6.25; $2.70; 
6, $3.20; 32 x 6.20, $3.70. 


‘_ quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $3.75. Derf ark plugs, 
96c. each for all sizes in lots of less 
than 50; Champion X ark plugs, 
45c. each for less than 100 and 41c 
each for over 100; mpion reawiar, 
53c. each for less than 100, all sizes; 
50c. each for over 


AXES.—With the development of a 
seasonal demand, these are moving 
better than for some time. 


Jobbers quote f.o.b. Cleveland: 
First grade single bitted rustless 
black finished, handled axes, $19.50 








base per doz.: unhandled, $15.50 per 
dozen; double bitted, handled, $24.50 
per dozen; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 lb. and similar 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES.—The demand for radio 
batteries is very heavy. Supplies at 
present are ample. Prices are un- 
changed. 


Jobbers 

No. 766 
unit packages and $1. 
lots. 

Eveready B batteries, No. 486, 
$3.58 each for unit packages and $3.85 
each for smaller lots. 

No. 6 ignition type dry cell batter- 
ies, 32c. each. 


BOLTS AND NUTS.—Sales have 
fallen off somewhat. Retailers. evi- 
dently want to have their stocks very 
low at inventory time. Prices are un- 
changed. 


Jobbers quote f.o.b. Cleveland: 

Large machine bolts, cut threads, 
50 and i10 per cent off list; small 
rolled threads, 60 and 5 per cent off 
list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 10 per cent 
off list; hot pressed nuts, $3.90 off 


uote f.o.b. Cleveland: 
batteries, $1.30 each for 
40 for small 





—_ 


list: small rivets, 65 and 5 per cent 
off list. 


BUTTS.—Prices on butts have been re- 
vised and Cleveland jobbers are now 
quoting 3%-in. x 3%-in. butts at 14 
cents for case lots and 16 cents for less 
than case lots. 


CORRUGATED ROOFING.—The de- 
mand has tapered off materially as is 
usual at this season of the year. 


Cleveland jobbers quote No. 28 
gage corrugated roofing at $4 per 
square, f.o.b. Pittsburgh. 


GALVANIZED WARE.—The demand 
shows an improvement over the pre- 
vious few weeks. Prices are firm. 


Jobbers quote f.o.b. Cleveland: 

Sprinkling cans, 4 at., $5.90 per 
doz.: 6 at., $6.65 per doz.:; 8 aqt., $8 
per ret 10 qt., $8.75 per doz.;: 12 qt., 
$12.50 per doz.; 16 qt., $13 per doz. ; 
galvanized pails, 10 at., $2.60 per doz. 
12 qt., $2.80 per doz. ; 14 at., $3.15 per 
doz. ; 16 at., $3.80 per doz. 


GARDEN HOSE.—As this is between 
seasons, sales are very light. 


Cleveland jobbers quote standard 
54-in., double braid molded hose at 
9%c. per ft.: the same in higher 
grade, 10%c. per ft.; standard % in., 
lie. per ft. 


GAME TRAPS.—These continue to 


move in good volume. 


Jobbers quote f.o.b. Cleveland: 

Victor game traps, No. 0, $1.10 per 
doz.; No. 1, $1.38 per doz.; No. 1%, 
$2.44 per; doz.: $3. 36 per doz. ; 
Oneida jump tr aps, "No. 0, $1.59 per 
doz.; No. 1. $1.83 per doz.: No. 1%, 
$2.83 per doz.; No. 2, $4.38 per doz. 

Gibbs traps, 2-trigger, $5 per doz.; 
single grip, No. 1, $1.88 per doz.:; No. 
2, $3.35 per doz.: No. 3, $5.50 per doz.; 
No. 4, $6.70 per doz. Freight allowed 
on barrel lots. 


GLASS BAKING WARE.—Sales of 
glass baking ware and also mountings 
are good, as retailers are buying freely 
for their holiday stocks. 


Jobbers quote f.o.b. Cleveland: 
Casseroles.—Round or oval, 1 at., 
$1.17; 2 qt. $1.33 2% at., $1.66; 
square, $1.50; casseroles with fancy 
covers, 35c. higher. 
Pie Plates.—8 in., 
10 in., 67c. 
Bread Pans.—No. 212, 60c.; 
9$1le. 
Utility Dishes.—No. 231, 
232, $1.17. 
Tea Pots.—2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


HANDLES.—Some orders for agricul- 
tural tool handles are being placed for 
spring shipment. 

Jobbers quote f.o.b. Cleveland: 


Ax Handles.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 
special white second growth hickory, 
$5 per doz. 

Hatchet and Hammer Handiles.— 


50c.; 9 in., 60c.; 
No. 214, 
67c.; No. 


No. 7, 90c. per doz.: finest growth 
hickory, $1.50. 

Hay Fork Handles. — Straight, 
chucked and bored, XX, 4% ft., $3.75 
per doz.: 5 ft., $4.50 per doz.;: bent, 
4% ft., $4.15 per doz.; 5 ft., $5.10 per 
doz.; X, bent, 4% ft., $2.90 per doz.; 
5 ft., $3.20 per doz. 











58 HARDWARE AGE 


Me ty Fork reg hg ot xx, 

$3. 90 pe doz. ; a Ok t.. $4.25 per 

ali x 4 ft., $2.80 per doz.; 
4% ft., sss sO &. doz. 

Garden Hoe Handies.—XxX, 4% ft., 
$3.30 per doz.; No. 1, 4% ft., $1.50 per ft.: 12-mesh 
dozen. oe Ee .- lh 

Garden Rake Handies.—XxX, 6 ft. per 
$6.25 per doz.; No. 1, $2.65 per doz. per 100 sq. ft.; 


Shovel Handles. —Regular vrei 
XX, 4% ft., $5.90 per doz.; X, 4 
$3. 15 per doz: D handle, $5. 60 per 
dozen. 

Spade Handles.—-X grade, $5.50 per 
ozen. 


NAILS AND WIRE.—The demand con- 
tinues to drag. Regular prices are 
holding. 


Jobbers quote nails at $2.75 per 
keg for car lots and mill shipment 
at $2.90 per keg for less than car 
lots. 

Jobbers 
stocks: 

Nalis.—Less than car lots, $3 per cans. 
keg: No. 9 galvanized wire, $3.45 per 
100 > | No. 9 annealed wire, $3 per bbl., 
100 cement coated nails, $3 per 
100 Ib. polished fence staples, $3.70 bbl., $1.20 

r 100 l galvanized fence staples, 

3.95 per 100 lb.; miscellaneous nails per Ib.: 
and wire brads, 70 and 10 per cent per Ib. : in 
off list. ib.: in 500 Ib. 

Barbed Wire.—80 rod spools, Ly- count ; 
man, 4 point cattle wire, $3.25: same, 
hog wire, $3.50: American special hog 
wire, $2.50. 


POULTRY NETTING AND WIRE 
CLOTH.—While early sales are pretty 


ditional. 


ment. 


ing work. 


quote as follows from rad 


oiled 





son. 


well over, a moderate volume of busi- 
ness is still being booked. 


Cleveland jobbers quote: 
black wire cloth at $1.65 
galvanized, 
14-mesh galvanized, 


y mae 14 mesh, 
per 100-ft. rolis : 50-ft. rolls 10c. ad- 
Poultry netting, 
ized after weaving, 
cent off list; galvanized before weav- 
ing, 50, 10 and 7% per cent off list. lb. 


PAINTS AND VARNISHES.—Some 
business is being taken in painters’ 
supplies and brushes for spring ship- 
Current orders are light and 
mostly for materials for interior finish- 


Cleveland jobbers quote as follows: 
a paints, regular shades, best 
$2.95 per gal. 
statis white, $3.15 per gal. in 1 gal. 


Turpentine in —~ $1.15; 

$1.30 per gal. 

Linseed oil in —,, $1.05; 
ae 3c. extra per gal. 

White lead, in 16 

in 50 and 25 lb. kegs, 15%c. 


lots, 10 per cent dis- 
other prices are net. 
PREPARED ROOFING.—tThere is still 
considerable demand for this, which is 
quite unusual for this late in the sea- 
Prices are unchanged. 
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Cleveland jobbers quote slate sur- 
face roofing at $2.10 per roll: common 
grade smooth surface roofing at $1.25 
per pee: high grade smooth roofing 


12-mesh 1.60 per roll. 


ROPE.—There is some demand, largely 
for spring shipment. Prices are firm. 


Cleveland jobbers quote best grade 
of manila rope at 23%c. per lb. for 
factory shipment and 24c. per Ib. for 
stock shipment; sisal rope, 15%c,. per 
for factory shipment and l6c. for 
shipment from stock; folder twine, 
21 oz. and coarser, lic. per Ib. 


; 16 mesh, $2.75 
5.50 


galvan- 
50 and 7% per 


SHOVELS.—Jobbers are taking quite 
a few shovel orders, mostly for spring 
delivery. 


Jobbers quote f.o.b. Cleveland: No. 
2 fourth grade $10.50 per doz. in full 
bundles: No. 2 third grade, $12.50 per 
doz.; solid shank shovels, Sycamore, 
$12 per doz. in full bundles. Ruf-nek 
black finish, $13.50 per doz.; first 
grade shovels, $16 per doz. 


RADIO EQUIPMENT.—The demand 
for the holiday trade is heavy and some 
manufacturers are behind on shipments 
of socket power apparatus and 6-tube 
sets. Indications are that the demand 
for the socket power apparatus for the 
holiday trade will be considerably in 
excess of the quantities manufacturers 
will be able to supply. Radio tubes are 
also in heavy demand. 


for 1 gal. cans. 


less than 
less than 
lb. kegs, 15%c. 


kegs, 15%c. per 








‘‘More Statistics!’ 





66 NCLE SAM keeps turning 

U) out new customers at the 
rate of more than 1,500,000 a year 
yet all it means to the average 





business man is: ‘More statistics!’ ” 
wrote somebody the other day. Of 
course what he had in mind is that 
the population of the United States 
is growing at such leaps and bounds that every year 
there are 1,500,000 more backs to cover, bodies to 
shelter and keep well, sets of eyes to provide with 
reading-matter, mouths to be fed and all the rest. It 
seems that, at the time that the last Federal census, in 
1920, was taken, 106,418,284 noses were counted in 
this country, whereas the latest figures show that 
there are 117,000,000 mouths to be fed within the realms 
of this democratic domain. This naturally means an 
increase of 10,000,000 during the six year period, or an 
increase of 1,600,000 or 11% per cent, a year. 

An increase in a store’s customers at the rate of 11 
per cent is nothing alarmingly big; but, at the same 
time, it is nothing to be sneezed at. It means that, for 
every hundred customers a given store had six years 
ago, it should normally have at least fifteen ten years 
from now. 

This steady and large increase in the population is 
made up mostly of immigrants to the country and of 





new, native-born arrivals. Of course, the new babies 
are not themselves purchasers of goods, though they 
may indirectly effect a very large number of sales. 
But, for every million babies born, there is another 
million grown to the state of manhood and womanhood, 
with the needs of adults and the pocket-books to satisfy 
those needs. This remarkable increase in consumer- 
potentiality is made up of those who are most suscep- 
tible to current advertising and hence most likely to 
purchase advertised goods. 

Both the immigrant and the young native-born Ameri- 
can have their minds untrammeled with old-style notions 
about the goods popular with and bought by a former 
generation of Americans. They are out to live their 
own lives. Their minds are perfectly open, perfectly 
ready and susceptible to the appeals of today’s adver- 
tisers. Possibly the word “immigrant” connotes a 
wrong impression in this connection. By no méans all 
immigrants are illiterate. A large percentage of them 
are as responsive to advertising as the average native- 
born and probably more so, since they find themselves 
unable to obtain here the familiar supplies and brands 
of their native lands and are thus compelled to actively 
seek those parallel offerings, usually far better, which 
their new land of choice offers them through adver- 
tising and through the dealers stocking advertised 
goods. 
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Heavy Holiday Buying Stimulates ‘Trade 
in Chicago District—Prices Steady 





holidays. 


(Chicago office of HARDWARE AGB) 


7. OW that Thanksgiving is over dealers are beginning to give 
serious attention to their preparations for the Christmas 
In fact, the buying of holiday merchandise 


started earlier this year than usual and jobbers’ stocks are already 
becoming broken. Toys seem to be in greater demand than ever, 
especially the more expensive, mechanical and electrical items and 
all kinds of electrical appliances are in heavy demand. 
Accompanying this Christmas stimulation of business is a steady 
and normal demand for the seasonal and most of the staple mer- 


chandise. 


Prices are consequently holding firm generally. There 


are one or two marked exceptions to this firmness, however—local 
jobbers are adding an extra 10 per cent to the discount on screws 
and 214 per cent on copper rivets, although there has been no 
change in the manufacturers’ quotations. 

One of the brightest factors in the business situation is the steel 
industry. Mills in the Chicago area are maintaining their opera- 
tions at about 85 per cent capacity with the railroads continuing to 
place large orders. A total of 75,000 tons of rails were bought 
during this past week, bringing the purchases this season from the 


western mills up to 600,000 tons. 


Collections are reported as satisfactory. 


AUTOMOBILE ACCESSORIES. 
—There is a fairly active demand al- 
though the coming holiday season has 
not stimulated it materially. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each: Cham- 
Pion X, 45c. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 


Spot Light. — Appleton, No. 3280, 
$6.50. 


Chains.—Non-skid, dozen pair lots, 
53 per cent discount. 

Jacks.—-National Standard, No. 21, 
$1.30 each. 


Geman. — Rose, 1% in. cylinder, 
.Ooo. 


Tires and Tubes.—30 x 3%, over- 
size cord tires, $10.50 each; regular 
cord, $7.45 each; gray inner tubes, 
30 x 3%, $1.50 each; red inner tubes, 
30 x 3%, $1.75 each. 


AXES.—There is a normal seasonal de- 
— and prices are without change. 


uote from jobbers’ stocks, 
tan Chicago: First Tr single 
bitted unhandled axes, to 4 Ib., $14 
dozen base; double bitted, $19 dozen 
base; good quality black unhandled 
— same weight, single bitted, $13 
base; single bitted handled axes, 
S16 50 to $24 per doz., according to 
quality and grade of handle; special 
unguaranteed handled axes, 12 per 
dozen base. 


BOLTS AND NUTS.—tThere is satis- 
factory volume of orders and prices 
are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-55 per cent discount; small 
carriage bolts, rolled thread, 50-5 per 
cent discount; machine bolts cut 
thread, 50-5 per cent discount; small 
machine bolts, rolled thread, 50-10-5 
per cent discount; all stove bolts, 
75-5 per cent discount; lag screws, 
60 per cent discount. 


BUILDERS’ HARDWARE.—Sales are 








seasonably good at the present low 
price levels. 


We quote from jobbers’ stocks, 
f.o.b. Clitenae: 3% x 3% steel butts, 
old copper and dull brass finish, 
$1.80 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $2.52 
per doz. pair; heavy steel bevel in- 
side sets, $5.50 per doz. sets; steel 
bit-keyed front door sets, $1.50 per 
set; wrought brass bit-keyed front 
door sets, $3 per set; cylinder front 
door sets, $7 per set. 


CHAINS.—There is a good demand for 
truck chains and heavy coil chains. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: % in. proof. coil 
chains, $8.50 per 100 lb. Henso Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.—An 
extra two and a half per cent has been 
added to the present discount. The 
demand is normal for the fall season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-21% per cent discount. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—Business in electrical 
lines is very good. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 


Electrical Merchandise. — No. 14 
rubber covered wire, $6.85 per 1000 
ft.; in 1000 ft. lots, $6.35. No. 18 
lamp cords, $14.25 per 1000 ft.; in 1000 
ft. lots, $13.65; % in. brush brass key 
sockets, $1544c. each; two way plugs, 
45c. each; in lots of 10, 40c. each; 
two-piece attachment plugs, 12c. 
each; dry cells, boxes of 50, 32c. 
each; less than case lots, 36c. each. 

Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 767, $2.62 
each; No. 770, $3. 33 each; = 772, 
$3.62 each; No. 486, $3.85 each 


Battery Chargers.—Apco line, lots 
of less than 10, $13.50 each. 











Loud Speakers.—Western Electric 
No. 522 W, $2.50 list. Discount, 30 
per cent. 


FILES.—Prices are firm with a good 
~~ demand reported. 


uote from jobbers’ stocks, 
PP. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list: Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE.—There is a 
slight reduction in price on 5 gallon 
oil cans. Other prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard, galvanized 
righ -made tubs, No. P, $6; No. 2, 


.85; No. 3, $8: 10 qt., ae 
after-made pails, $2. 12: 12 qt., $2.33; 
14 qt., $2.60. One ‘gal. all gal- 


vanized oil cans, $2.35 doz.; 2 gal., 
$4.00 doz.; 3 gal., $6.00 doz. : 5 gal., 
$6.75 doz.; 1 bu. galvanized baskets, 
$6.20 doz.; No. 26% bu. bailed gal- 
vanized measures, $4.50 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—There is a good volume of 
business for spring shipment. Prices 
are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality molded hose, % in., lle. per 
ft. in., 12c. per ft.; 4% in., 13¢c. 
per ft.; 5 ply, good uality, wrapped, 
1%, in., "9c. per ft.; % in., llc. “¥ ft. 
sawn sprinklers, ‘Rain King, $28 doz. 
Original fountain sprinklers, $6 doz. 


GLASS AND PUTTY.—Sales are sea- 
sonably very good and jobbers’ stocks 
are adequate. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25 
in. bracket, 85 per cent discount; 
single strength A, 34 to 40 in. bracket, 
82 per cent discount; single stre neth 
A, all other brackets, 81 per cent dis- 
count; double strength A, all sizes, 
82 per cent discount. Single Strength 
B up to 25 in., 87 per cent discount, 
34 to 40 in. 85 per cent and balance 
84 per cent; double strength B up to 
54 in., 86 per cent discount: balance 
84 per cent. Putty pure grades, $3.75 
per 100 lb.; commercial, $3.40 per 100 
lb. 


HANDLED HAMMERS AND HATCH- 
ETS.—There is a good steady demand 
and prices are, firm. 


HAMMERS— 

We uote from jobbers’ stocks, 
f.o.b. Chicago: First quality 16 oz. 
nail hammers, $12 dozen; Maydole, 
$12.60 a dozen; 15 oz. machinists 
hammers, first quality, $9.20 dozen. 


Competitive grade, 16 oz. nail ham- 
mers, $6 to $8. 


HATCHETS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling $8 dozen; medium quality 
hatchets, No. 2 broad, $12.50 dozen. 


HANDLES, AGRICULTURAL.—The 
demand is holding up well and prices 
are firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight- 
chucked and bored, best grade, 4% 
ft., $4.95 doz.; 5 ft., $6 doz.; XX, 4% 
ft., $4.95 doz.; 5 ft., $5.30 doz.; X, 4% 
ft., $2.65 doz.; 5 ft., $3.10 doz. 
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Hay Fork Handles.—Bent-chucked 

















Garden Rake Handles. —XX, 5% ft., 
$3.50 doz.; X, 4% ft., $2.65 doz. 
Garden Rake Handles. ry 5% ft., 









$5.60 doz.: ; »&, 5% ft., $3.55 doz. 
Shovel ‘'Handles.— Regular pattern, 
XX, 4% ft., $6.50 doz.: X, 4% ft., 
$4.30 doz.; D handle, ae st grade, $8.75 
doz.; X grade, $6.60 d OZ. 
Spade Handles. — D handles, best 
grade, $5.60 doz.; grade, $6.60 doz. 






HANDLES, TOOL.—The demand is 
seasonably active and prices are firm. 


We quote from jobbers’ 
f.o.b. Chicago: 

Axe Handles.—No. 1 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer WHandles.— 
No. 1, 96c. doz.; finest second growth 
hickory, $1.80 doz. 


HINGES.—Sales are good at the pres- 
ent low prices. 







stocks, 


Hickory, $4 






























We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4 in., 90c.; 5 in., $1.20; 
6 in., $1.12; 8 in., $1.90; 10 in., $3.87 
per doz. pairs; e xtra heavy T hinges, 
in bundles, 4 in., $1.40; 5 in., $1.46; 
6 in., $1.32; 8 in., $2.30: 10 in., $3.30 
per doz. 





ICE CREAM FREEZERS.—Orders for 




























$18 per doz. Above prices are net. 
ICE SKATES.—Skate orders are very 
heavy especially for tubular outfits. 











We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp, Rocker 
Men's and Boys’, bright finish, 75c. 
pair. Half Key Clamps, Rocker, 
Women’s and Girls’, $1 pair: Key 
Clamp, Hockey, Men's and Boys’, 
$1.20 pair; Half Key Clamp, Hoc key, 






Women’s and Girls’ , $1.40 pair; Tubu- 
lar Skates, Men’s or Women’s, 
Racer or Hockey, $5.50 pair. 


LANTERNS.—Sales are 
good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.: 
with large fount, $14.25 doz. : Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—The demand is increas- 
ing with the coming of cold weather. 







seasonably 
















We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise, No. 25, 
4 qt., $8 each; No. 31, 6 aqt., $8.65 
each; No. 35, g qt., $9.50 each. 


NAILS.—A satisfactory out of season 
volume of orders is being received, and 
prices are continuing on a very satis- 
factory and level basis. 


We quote from jobbers’ 
f.o.b. Chicago: 

Common wire and cement-coated 
nails, $3.05 per keg base. 







stocks, 
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OIL STOVES.—Sales for spring de- 


and bored, best grade with strap, : . ‘ 
ferrule and cap, 4% ft., $8.25 dozen: livery are still very light. 
: ft.. $9. es ~o bent, with wn PERFECTION— 
errule and cap, 4 ft., $6 doz.; 4 t ’ . 
$6.25 doz.; XX bent, 4% ft., $4.95 a is : SORT. «o> «00s oun os TERE 
oe. 5 ft., $6.25 doz.: bent, 41, No. i i 28 50 
$3.25 doz.; 5 ft., $3.75 doz. No. 75 5 burners.............. 39.50 
“Manure Fork Handles.—Bent, best Perfection dealers’ discount, 30 
cos e, “- ee . ag A pred wae er cent on lots of 10 or more; on 
ft., $4.80 doz.; bent, 4 ft., $2.85 doz: ess than 10, 30 per cent. 
4% ft., $3.25 doz. PURITAN (improved Model)— 
Garden Hoe Handles. —XX, 4 ly is No. 42 2 2 burners coseeeceeeeeeee $17.50 
$3.80 doz.; X, 4% ft., $2.65 doz. No. 43 3 burners............0.. 22.50 
ee es fl eee 28.50 


tion. 


NESCO— 
i re $9.50 
No. 3213 2 burners. (iueeteawtaues 7.3 
PEO, «0 BE OS BUITIOTR, ccc cccccese 22.00 
Be, Bae 4 DUPMOTB. <.ccccccecss 28.00 
No. 215 § burmerS........cccce 39.50 
No. 1102 high shelf only....... 5.25 - 
No. 1103 high shelf only....... 6.50 
No. 1104 high shelf only....... 8.00 
No. 1105 high shelf only....... 75 


With vitreous enameled stove tops 
and splash backs: 


No, 233 3 burners...... roonsee Wana 
NO. 244 4 DUPMOFS..ccccccccccecs 4.5 
Nesco dealers’ discount, 30 Be 5 
per cent. 
Oil Ranges 


Nesco Rolo, 5 burners and oven.$90.00 
Dealers’ discount, 30 and 5 per 


cent. 
Ovens 


No. 211 1 burner plain door. “oh 50 
No. 211G 1 burner glass door... 2.70 
No. 121G 1 burner glass door... 4.90 
No. 112G 2 burners glass door... 6.00 
SF eieieee oh See 6.15 

Dealers discount, 10 or more, 30 
= per cent; less than 10, 30 per 
cent. 


PURITAN— 


No. 42G 2 burners glass door... .$5.50 


spring delivery are being received in Dealers’ discount, 10 or more, 30 
fair volume. — per cent; less than 10, 30 per 
We quote from jobbers’ stocks, NESCO— 
f.o.b, Chicago: White Mountain, 1 qt., No. 05 1 burner solid door..... $2.00 
$4.80 list; 2 at., $5.60 list; 3 qt., $6 76 No. 5 1 burner glass door..... 2.15 
list; 4 qt., $8.25 list; 6 qt., $10.45 list; No. 010 1 burner solid door..... 2.50 
8 qt., $13.40 list; 10 qt., $17.90 list; 12 No. 101 burner glass door..... 3.75 
qt., $21.50 list; 15 qt., $25.60 list; 20 No. 020 2 burners solid door.... 4.25 
qt.. $33.20 list; 25 qt., Re - 60 list; No. 20 2 burners glass door.... 4.50 
y me tic, 1 qt., $4 list; 2 q $4.60 list; No. 030 2 burners solid door.... 4.90 
3 qt., $5.45 list; 4 qt., $6. i list; 6 qt., No. 30 2 burners glass door.... 5.20 
$8.60 list; 8 qt., $11.10 list. All the Dealers’ discount, 30 and 5 per 
yn 7 50 iy cent discount. cent. 
Alaska, qt., $2.95 list; 2 qt., $3.45 
list; 3 qt., $4.10 list; 4 qt., $5 list: 6 Water Heaters 
qt., $6.30 list; 8 qt., $8.20 list; 10 t.. Perfection No. 412 ............ $40.00 
$10.75 list; 12 qt., $14 list; 15 qt., 17 Pereeceem BG, GEL .coccccccess 80.00 
list; 20 qt., $21. 50 list. A discount of Perfection discount, 30 and 5 per 
20 and 10 per cent on all above cent in lots of 10 or more; less than 
prices. 1 qt., galv., $8 doz.; 2 10, 30 per cent. 
qt. enamel, 10 per doz.; 4 = 
enamel, $10 per doz; 4 qt. snamel’ Wicks, Ete. 


Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 


Discounts same as on oil cook 
stoves, ovens and heaters. 
500 Ib. lots less 10 per cent; 50 Ib. 


NESCO PERFECT OIL HEATERS— 


No. rh Ce ee $5.50 
No. Dn ~ss—ee6ed08sebeene 6.75 
No. 15 a ee, 7.00 
a i i li li el i 8.50 
I PRR -etoe 8.25 
i: PE, ous cde ousebews 9.75 
I as ce Ba 10.50 
ee REE sae 12.00 
es a a as ane aha ne a 7.50 
RES a a ae 9.00 
No. 0161 each ........ $00 stents 8.75 
I ii a 10.25 
ae ae ae 11.00 
Ss A 12.50 
Discounts in quantities less than 


10, 30 per cent. 
Discounts in quantities 10 or more, 
30 and 5 per cent. 





PAINTS AND OILS.—Prices remain 
unchanged again this week and sales 
are normal for this season of the year. 


We quote 
f.o.b. Chicago: 
Linseed Oil.—Raw, barrel lots 93c. 
per gal.; 5 barrel lots, 90c. per gal. 
Linseed Oii.—Bolled, barrel Its, 
ey per gal.; 5 barrel lots, 93c. per 


from jobbers’ stocks, 


Turpentine—Drum lots, 95c. 
Denatured Alcohol. — Barrel lots, 








December 2, 1926 


42c. per gal.; steel drums extra, $6 


returnable. 
White Lead.—500-lb. lots, $13.73 per 
100 lb., net; 100-lb. lots, $14; 50-Ib, 


lots, $7.25; 25-Ib. lots, $3.65; 12%-lb. 
lots, $1.85. 
Shellac.—(4%-lb cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 


Dry Paste.—Barre]l lots, 
b. 


7c. per 


ROPE.—A seasonal slowing down is re- 


ported with prices very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

— ws manila, standard brands, 
22%c. to 25'6c. per | No. 2 manila, 
24l4c. per Ib. ; No. 1 sisal, 154%c. to 
17c. per Ib.; No. 2 sisal, 14c. to 1lé6c. 
per lb. 


SOLDER AND BABBITT.—The de- 
mand is normal at the present high 


price level. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $46 per 100 lb.; medium 45-55 sol- 
der, $45 per 100 1b. ; tinners’, 40-60 
solder, $44 per 100 ‘lb. ; high speed 
babbitt metal, $20 per 100 lb.; stand- 
ard No. 4 babbitt metal, $14 per 100 
Ib. 


STEEL 
quiet and prices show no change. 


We quote from jobbers’ stocks, 
f.o.b. 28-gage galvanized 
sheets, $5.30 per 100 I1b.; 28-gage 
black ‘sheets, $4.20 per 100 Ib. 


STOVE PIPE, COAL HODS, ETC.— 
The demand is seasonably very active 


with prices very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best full gage pipe, 
30 gage, 12c.; 28-gage, 13c.; 26-gage, 
15lec. per joint. Corrugated elbows, 
30-gage, $1.20; 28-gage, $1.50 per doz. 
Galvanized coal hods, 17 in., $5 doz. 


TRAPS.—The trapping season is now 
open everywhere and sales are con- 


sequently very active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Vic tor, No. 0, $1.10 
doz.; No. 1, $1.38 doz.; No. 1%, $2.44 
doz.; No. $3.36 doz.; Dey Jump, 
No. 1, $1.33 doz.; No. $2.81 doz.; 
No. 2, $4.39 doz.; Gibbs Two-trigger 
$5.00 doz.; Gibbs Single Grip, No. 1, 
$1.88 doz.; No. 2, $3.35 doz. 


WIRE PRODUCTS.—Sales are run- 
ning up to expectations, season con- 
sidered, and prices are firm without 


recent change, with a steady price level 
in prospect. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Wire staples, No. 8 
black annealed wire, $3.05 per 100 Ib.; 
No. 9 galvanized plain wire, $3.50 per 
100 Ib.; catch weight spool galvanized 
cattle or hog wire, $3.75 per 100 Ib.; 
80-rod spool of galvanized hog wire, 
$3.25 per spool. Polished fence 
staples, $3.50 per 100 Ib. Wire cloth, 
black, 12-mesh, $1.65 per 100 sq. ft.; 
galvanized, 12- mesh, $1.95 per 100 sq. 
ft.; bronze, 14-mesh, $5.75 per 100 sq. 
ft. Galvanized poultry netting: Gal- 
vanized before made, 5714-5 per cent 
discount; galvanized after made, 
52%-5 per cent discount. 


WRENCHES.—Prices are firm and the 


demand active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent’ discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

Snap-on Wrenches. — Radio and 
Electrical Set, in metal cases, $2.75; 
No. 101 Master Service Set, $13.75; 
No. 202 Heavy Duty Set, $8.80; No. 
404 Flexible Socket Set, $7.50; No. 608 
Crankcase Drain Plug Socket, $3.20; 
No. 900 Square Socket Set, $3.70; No. 
1878 Giant “Snap-on,”’ with extra 
heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 33% per cent 
discount. 





SHEETS.—Sales are rather 
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Holiday Goods Very Active— 
Screws and Nails Advance 


— Building Outlook Good 


HE satisfactory movement of holiday merchandise continues to 
be the outstanding activity of the New York wholesale hardware 
market. Tree lighting outfits, tree stands and such items are in 
good demand. Seasonal lines such as furnace scoops are also enjoying a 


good sale. 


Screws were advanced 10 per cent; wire nails in kegs went to $3.50 
base, and there is a rumor that steel butts will strengthen soon. 

Building permit reports for the State of New York covering the month 
of November, give a new market picture for building supplies and fin- 
ished hardware. A new record has been set, which will probably be 
reflected in a better demand for supplies, tools and hardware. 

Credits continue to show substantial improvement. 





Screws Advance 10 Per Cent: 
Bolt Prices Unchanged 


At press time, an advance of ap- 
proximately 10 per cent on screws is 
reported by New York hardware job- 
bers. Revised discounts are not avail- 
able at this time, so we will eliminate 
screw prices from this report. Bolt 
prices are unchanged. Stocks on both 
lines appear adequate. The demand is 
fair. 


Christmas Tree Stands Very 
Active in N. Y. 


A very active demand is reported for 
Christmas tree stands in the New York 
wholesale hardware market. The con- 
sumer demand will probably material- 
ize shortly. Local stocks are not 
heavy, but will be adequate, it is be- 
lieved, 


JOBBERS’ QUOTATIONS a RE- 
TAILERS, F.0.B. NEW YOR 


Christmas tree stands, Gem, $4 per 
doz.; Crown, 2 in., $7.50 per doz. and 
3 in., $12.50 per doz. 


New York Demand Good for 
Garage Sets 


Garage sets continue to be sold very 
actively in the New York wholesale 
hardware market. Local stocks are 
satisfactory, and prices given here are 
representative of the local market. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O 


Garage sets, +? ~d on in ah of 
12 or more, $2.10 per set; in lots of 
72 or more, $2 per set. 

Garage door holders, $1.65 per pair: 
in lots of six or more pairs, $1.50 per 
pair. 


Furnace Scoops Active; 
Prices Continue Firm 


An active demand for furnace scoops 
is reported throughout this section. 
Prices continue firm, and are not ex- 
pected to change. Local stocks are 
apparently ample. 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YOR 


Furnace scoops, hollow ee mal- 
leable D handle, $5 per doz.; riveted 
with wood D handle, $9.50 per doz. 


Stove Pipe Very Active; 
Elbows in Demand 


Stove parts and sundries have been 
very active in the metropolitan market. 
Stove pipe, elbows, collars, dampers, 
stove boards are selling at firm prices. 
Stocks appear to be satisfactory. 

JOBBERS’ QUOTATIONS ban RE.- 
TAILERS, F.0.B. NEW YOR 

Stove pipe, 4 in., 13%c.; oot in., 
15e.; 5 In., 16%c.; 5 5 My in., 18¢. . and 6 
in., 21c. per length. 

Stove pipe elbows, 4 in., $1.50; 4% 
in., $1.68; 5 in., $1.80; 5% in., $1.98 
and 6 in., $2.22—all per doz. 

Stove pipe collars, 4% in., 45¢c.; 5 
at 50c.; 5% in., 55¢.; 6 in., 60c. and 


= 


f $1.1: 5 all per jen. 

Reeve pipe ag 4% in., $1.20; 
5 in., $1.25; 5% , $1.32: 6 in., $1. 40: 
7 in., $2.15 ean "8 in., $3. 60—all per 
doz. 


Fair Activity Reported on 
Steel Butts 


A fair demand for steel butts is re- 
ported in the New York market. 
Though prices have not been changed, 
there is considerable agitation toward 
higher prices on steel butts. 

At press time, however, steel butts 
3% x 3%, are quoted at 17%c.; in 
case lots 15%c., and in 5 case lots or 
more, 15c. 


Game Traps Very Active 
Outside City Limits 


New York wholesalers are nearly 
unanimous in reporting a banner year 
on game traps for this territory. The 
demand obviously comes from up-State, 
Long Island, and nearby northern Jer- 
sey. Prices are uniform, and local 
— satisfactory. 

BBERS’ QUOTATIONS TO RE- 

TAILERS. F.0.B. NEW poy 


Victor traps, No. 0, $1.20; Z. 
$1.50; No. 1%, $2. 70 and No. a ‘33. 65 
—all per doz. 

Jump traps, No. $1.75; 
$2.00; No. 1%, $3. 10 "No. 2, 
all per doz. 


75; No 
$4 30— 
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Christmas Tree Outfits Have 
Good Sale 


There has been a good demand for 
Christmas tree lighting outfits in the 
New York hardware market. The 
bulk of this business from a consumer 
standpoint will probably come during 
the remainder of the holiday season. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK 

No. 83, 8 Light Mazda, Flush Ex- 
tender, Twisted Lead, $1.35; No. 84, 
8 Light Mazda, Flush Extender, 
Parallel Lead, $1.45; No. 842, 8 Light 
Mazda, Flush Extender, Par. Lead, 
New Type, $1.30; No. 85F, 8 Light 
Carbon, Flush Extender, Par. Lead, 
$1.10; No. 85, 8 Light Carbon, Flush 
Extender, Twisted Lead, $1.00; No. 
87F, 8 Light Pine Cone, Flush Ex- 
tender, Par. Lead, $1.20: No. 87, 8 
Light Pine Cone, Flush Extender, 
Twisted Lead, $1.10; No. 118F, 8 
Light Fancy Carbon Jap, Flush Ex- 
tender, Twisted Lead, $1.40; No. 
108F, 8 Light Fancy Lamp, German, 
Flush Extender, Par. Lead, $1.70; 
No. 8008, 8 Light Carbon, Without 
Extension, 85c; No. 808, 8 Light Mazda, 
Without Extension, $1.25: No. 804, 8 
Light Festoon, Less Lamps, Par. 
Lead as used with No. 84, 95c.; No. 
803, 8 Light Festoon, Less Lamps, 
Twist. Lead, as used in No. 83, 85c.; 
No. 809, 8 Light Festoon, Less Ex- 
tender, Twisted Cord, 75c.; No. 8432, 
8 Light Mazda, Flush Extender, for 
32 Volt Farm Plant, $1.45; No. 8000. 
8 Light Mazda Battery Set—4 Volt, 
$1.20: No. 8006, 8 Light Mazda Bat- 
tery Set—6 Volt, $1.20, and No. 3020, 
Stge. complete, $1.75. 

Prices are per set each 

Accessories, 14 volt carbon lamps, 
all colors, $5 per 100. 120 volt car- 
bon candelabra, style H, all. colors for 
use with Nos. 305-310 wreaths and 
No. 70 F outfits, $15.75 per 100. 
Mazda, C-6, 15 volt, 6 volt and 3% 
volt lamps all colors, $7.65 per 100. 


Sled Sales Are Good: 
New York Stocks Ample 


Sleds have been in active demand the 
past ten days. Early orders were of 
course written a month ago with 
November deliveries. Being a popular 
gift item, the late November demand 
has been fairly good. Consumer busi- 
ness up-State has been very good, ac- 
cording to reports. 

JOBBERS’ QUOTATIONS ro RE- 

TAILERS, F.0.B. NEW YOR 

Sleds, Flexible Flyers, No. . $2.50: 
aa 2. $3.17; No. 3, $4; No. 4, $4.33; 
No. 5, $5 83. Junior Racer, $3.50. 

Rac er, $4.33. Prices are each. 

Fire Fly, No. 9, $1.14; No. 10, $1.37: 

No. 11, $1.71; No. 12, $1.90. Racer, $2. 

Prices are each. 


Good Demand Reported for 
Snow Goods 


Though there has not been any snow 
in the metropolitan area, jobbers 
operating from this point are receiving 
a satisfactory volume of business on 
snow goods. This comes largely from 
up-State towns, the city demand being 
of no consequence, but merely for the 
purpose of rounding out stocks. Local 
wholesale stocks are apparently ade- 
quate. No price change is expected. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 

Snow shovels, long handle steel, $4 
doz.: snow shovels, long handle steel, 
in lots of 6 doz., $3.75 doz. 

Galvanized snow shovels, $10 doz.: 
Menzie, $9.60 doz. Snow pushers, 18 
in., 83'%4c. each net; 24 in., $1 each 
net. 
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Brisk Holiday ‘Trade Noted in Pittsburgh 
Territory—Collections Reported Good 


ITH growing interest n 





year. 


The coal industry has not provided full employment until recent- 
ly, but certainly the men are working now and will have more to 


spend for this Christmas than t 
strike of the British coal miners 


the demands upon American mines. The steel industry has had a 
good year with a high rate of employment and of payrolls and this 
district has been rich in Christmas savings clubs which will dis- 
burse to members in the next week or two and release a lot of money 


for Christmas presents. 


With the addition of this holiday business, the last month of the 
year should make up for some of the slow ones that the trade has 
had this year. The most important price change of the week is in 


levels; much of the last raise in 


list just issued by one large maker. Collections still are fairly 


good. 


AUTOMOBILE ACCESSORIES. — AIl- 
cohol and other anti-freezing elements 
for radiators are moving well and there 
is an increase in the demand for chains 
and other accessories that usually move 
well in the winter. 


Prices from jobbers’ stocks, f.o.b. 
Pittsburgh, follow: 

Spark Pliugs.—A. C., lots of 10 to 
90, 53c. each; lots of 100 or more, 50c.; 
A. C. No. 1075 for Ford cars, lots of 
10 to 90, 3c. each; lots of 100 or 
more, 34c. 

Lamps.—21 cp., 6-8 volt, list price, 
35c. each; 3 cp., 6-8 volt, list price, 
18c. each, subject to a discount of 30 
per cent in lots of less than 50, and 
40 per cent for lots of 50 or more. 

Speedometers.—A. C. for Ford cars 
list price, $10 each. 

Tire Gages.—Schrader, high pres- 
sure, lots of less than 10, $1 each; 
lots of 10 or more, 95c.; balloon tire, 
lots of less than 10, $1.13; lots of 10 
or more, $1.08: U. S. Standard, lots 
of less than 10, $1.10; lots of 10 or 
more, $1. 

Alicohol.—In barrel lots, 45c. to 47c. 
per gal. 

Distilled Glycerine.—Ivo, in 55-gal. 
tanks, $2.10 per gal.; 30-gal. tanks, 
$2.15: 3-gal. cans, case lots, $2.35, 
broken, $2.60. 

Motor Oil.—Vacuum Oil Co., in 10- 
gal. steel drums, with faucet, grades 
A, E and Arctic, $19.50 list; B, $13.70 
list, less 25 per cent. 

Motor Meters.— Standard makes, 
lots of less than 19, 30 per cent off 
list: lots of 10 to 19, 35 per cent off 
list; lots of 20 or more, 40 per cent 
off list. 

Windshield Cleaners. — Trico, uni- 
versal automatic cleaners, $3.25 each. 

Jacks.—Millers Falls No. 145, $3.75 
each. 

Pumps.—Anthony line, $2.20 each. 

Chains.—Single pairs, 30 per cent 
off list: lots of 10 to 50 pairs, 35 per 
cent off list; lots of 50 pairs and over, 
40 per cent off list. 


AUTOMOBILE TIRES AND TUBES. 
—There is some disappointment that 
the recent sharp cut in prices has not 
stimulated business as much as it was 
expected to. There is good buying, but 
commonly it was believed that the price 





tinued fairly active business in seasonal items, the hard- 
ware trade has little to complain of in the way of business. 
Moreover, all signs point to an exceptionally brisk holiday trade this 


(Pittsburgh office of HARDWARE AGE) 
oted in holiday goods and a con- 


hey would have had there been no 
and the consequent enlargement of 





price is wiped out in a new price 











reduction would make everyone want a 
new set of tires. 
Dealers price for those makes of 
tires and tubes handled by the hard- 
ware trade follow: 
HIGH PRESSURE TIRES 
Size Heavy Duty Truck 
DI. cousteueenes —_———: ssewvs 
30x3% Cl. extra size 8.75  ..... 
| ¢ Y See: ee, . Wane 
Dee OU cersecces ——— 8€=—Ssésa we 
 f C, ] Sa ee  - sea 
NE ec i Sa 8 pie a re 
DE ddebtesiaidannhe ss — ss evens | 
Pt: chenwhenese Sones rrr | 
RS es Lae 19.75 $24.75 | 
en §8=§€«6—lpedee pees 20.5 25.65 
BEUEGNE ....ccescececas 21.25 26.55 
Le — eee 
I tN cen og ek 6h acted ———- tenes 
eee <sosacwsees ae 29.85 
eT 26.85 3295 
ED a oo ea our aie ti ed os ees 35.45 
0 Eee, 36.25 
a ae en = 1.00 
ll, =e 6.00 
rer 72.25 
38 x7. 78.50 
a era ree 119.00 
Tubes 
Gray 
Tubes Tubes 
Single Single 
Price Price 
Size 
0) EP ar er $1.50 $1.20 
ES feck puaantced 1.70 1.50 
2 conusese'es 1.90 1.75 
PE dvnccstigscudena vat 2.50 2.05 
a ca al ian 2.60 2.15 
Ne ea un weiee ds 2.7 2.25 
EE 1 re hee ie at eee i 2.75 2.35 
DL: . $é¢6s00ee 60.00% ae  -<geede 
0 Bae wet on ——  xeec 
Dn i vcnneed weeded a" § geees 
On coun cwndon ) eee 
36 i ee ee © ee 
SR ES TREE Ayr aes 
ae epee coer ert Ae 
EP eee a °° (aaa. 
|) a ee Se oe ae 
RC SRC ae a... anwes 
0 ere a Eo 
Dt” tcogereeawebaeed ae 
TS ee ete ee ee oe atl —— le 
I aa a a dod aoa ie alte SEE lye 
Balloon Tires 
To fit 19 in., 20 in., 21 in., 22 in., 
23 in. Rims. 





Reading matter continued on page 64 


Gray 
Size Ply Casings Tubes 

27 x 4.40-19 in. 4 $9.15 $1.90 
29 x 4.40-21 in 4 9.65 ; 
29 x 4.75-20 in. 4 12.25 2.25 
30 x 4.75-21 in. 4 12.75 2.30 
29 x 4.95-20 in. 4 13.75 2.30 
30 x 4.95-21 in. 4 14.25 2.40 
31 x 4.95-22 in. 4 15.75 2.45 
30 x 5.25-20 in. 4 15.95 2.70 
31 Xx 5.25-21 in. 4 16.45 2.80 
30 x 5.77-20 in. 6 21.95 3.20 
32 x 5.77-22 in. 6 23.95 3.40 
33 x 5.77-23 in. 6 24.95 3.50 
32 x 6.00-20 in. 6 22.50 3.30 
33 x 6.20-21 in. 6 22.95 3.50 
32 x 6.20-20 in. 6 26.75 3.70 
33 x 6.20-21 in. 6 27.30 3.75 
33 x 6.75-21 in. 6 29.75 4.35 
34 x 7.30-20 in. 6 33.25 4.90 


BATTERIES.—Demand is is constant 
as ever for radio dry cell batteries and 
there is a good call for flashlight bat- 
teries. 


Jobbers’ quotations to retailers 
f.o.b. Pittsburgh: 


Broken Unit 
Packages Packages 

 - eae $1.05 $0.97 
“Ml. vecspovessen 1.22 1.14 
i 6545.6 bide Os 1.32 1.22 
i eae 1.40 1.30 
nae” scesdchwoe dr 2.62 2.44 
vee sedeae 2.62 2.44 
i - n <2 isis « owes 3.33 3.00 
sae .42 .39 
i TE. i ¢endesevaee .40 .3D 


No. 6 dry cells, ignition type unit 
packages, 32c. each. 

Fiashlight.—No. 935, 944c. each; No. 
950, 10%c.; No. 790, 22c.; No. 705, 
21%c.; No. 750, 18c.; No. 751, 24c. 
wa Shot.—No. 1461, $1.70; No. 1662, 
ov. 


BOLTS, NUTS AND RIVETS.—Some 
manufacturers seem to need business 
badly enough to make price concessions 
to secure it, but there has been no 





| change in resale prices. Demand upon 


jobbers is notable more for its steadi- 


_ness than size. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list: stive bolts, 75 
and 10 per cent off list; tire bolts, 40 
and 10 per cent off list; nuts, hot 
pressed square, tapped in 3 Ib. boxes, 
Y%in., $16 per 100; 5/16 in., $14; % in., 
$11: % in., $10; % in., $10; %4 in., $8; 
% in., $7.50; rivets, small wagon and 
tinners, 60 per cent off list. 


CARVING SETS.—The approach of 


Christmas finds some reflection in the 
demand for carving sets, which are 
priced at anywhere from $1.50 to $9. 


CHRISTMAS TREE HOLDERS.— 
Some demand for tree holders already 
is noted. Jobbers quote: 
Nesco, No. 12, $6.50 per doz.; No. 
14, $7.50; No. 16, $9; Crown, No. 2, 
$8: No. 3, $13.20. 
ELECTRICAL GOODS.—The holiday 
demand for percolators, table stoves, 
toasters and waffle irons is beginning 
to show up and is of fair proportions. 
Jobbers quote: 


Percolators, $5 to $15 each: table 
stoves, $6 to $10: toasters, $3.35 to 
$6; waffle irons, $5 to $7. 


GAME TRAPS.—Sales of game traps 
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And you get this 
$12.50 
display stand! 


CThe BEST COOKS use 


Alumimum 








A deal 0’ money! 


You'll make a deal o’ money with this $39.75 Viko 
Display Stand Deal. Your margin will be $17.20, 
or 30 per cent on the fair retail selling price (a 
little more in the far west and south). And the 
$12.50 display stand —included with the deal— 
will become your permanent property. 


The 52 Viko items in this deal are experfly 


selected—best sellers every one. To make them 
sell even better, you get a window trim, display 
card, and 150 invitation letters to mail to your 
customers. And the handsome, practical stand 
to show the merchandise and sell it for you. 
Find out about this proved way to bigger, better 
aluminum sales. For quick information, just— 


Ask Your Jobber 


ALUMINUM GOODS MANUFACTURING COMPANY 
Manitowoc, Wis., U.S. A. 





il 









Deceeemeneeanennte 
ee 
-e_ 


The Popular Alu: 


——_—___-_ — 


inum. 
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are holding up well in this territory. 
Jobbers quote: 

Coil spring No. 1, 
Victor, No. 1, $1.38; 
$1.38; jump, No. 1, 
trigger, $5 per doz.; 
ie § .88; No. 2, $3.35; 
4, $6.70. 

GUNS, SHELLS AND RIFLES.— 
There is a shortage of high-powered 
rifles in the larger calibers and a good 
many sales are being lost because of 
the inability of either manufacturers 
or jobbers to supply the demand. The 
big game season runs for only two 
weeks from Dec. 1, and the high caliber 
rifles are urgently wanted. Those of 
low caliber are plenty enough and no 
trouble is found in filling the demand 
for shot guns or that for loaded shells. 
Jobbers quote: 


$1.28 per dozen; 
Triumph, No. 1, 
$1.83; Gibbs, 2- 
single grip, No. 
No. 3, $5.50; No. 


Shot Guns. — Double barrel, Ithaca 
field, hammerless, $30. 50 each; No. 1, 
$38.30; No. 2, $46.5 55: Winchester re- 
peating, No. 97, hammer, $31.80; No. 
12 hammerless standard, $37.50; tour- 
nament, $56.85. 

Rifles.—Winc hester, No. 56, sport- 
ing, $16.35 each: No. 57, target, $19.10; 
No. 1894, solid frame, $25.90; take 
down frame, $35.40; Savage. No. 1899- 
%, $30.60; No. 18-99-F, $33.85; No. 
1899-G, $37.50. 

Loaded Shells.—Winchester, repeat- 
er, R-76-D, soft, $34.74 per 1000; 
chilled, $36.85. 


HEATERS.—tThere is a fairly good de- 
mand for oil and gas heaters, although 
the suggestion is heard that the 
weather has not been favorable for 
really good sales. Jobbers quote oil 


heaters: 

Nesco, No. 12, $3.75 each: No. 15, 
$4.75 each; No. 016, $5.50 each. Re- 
liance, No. 20, $4.60 each: No. 30, $6 
each, 


HEATING ACCESSORIES.—Very sat- 
isfactory business is reported in the 
various items under this heading. Job- 
bers quote: 


Asbestos.—Sheet 
in. thick, 18 in. x 
18 x 30 in., 27c.; 20 x 30 
22 x 30 in., 3lc.; 24 x 30 
l4-lb. packages, $4.50 
packages, $2.40. 
Hods.—Japanned, 
doz.: 17-in., $3.60: galvanized, 
16-in., $4.65; 17-in., $5; 18-in., $5.50. 

Fire Shovels.-Stamped sheet steel 
japanned, flat handle, 50c. per doz.; 
round handled japanned,  60c. to 
$1.10; galvanized, $1.10. Never 
Break No. 10, $4.25; No. 16, $4.60; 
No. 20, $4.80. 

Furnace Scoops.—No. 150-B, $8 per 
doz.; No. 80, $5.50; No. 81, $4.50. 

Gas Connections. -Lead, 12 in.. 25c. 
each: 18 in., 30c.: 24 in., 37¢.: 30 in., 
40c.; 36 in., 45c. Flexible steel tubing, 
3-ft. lengths, 12c.; in Ve. oe ie 
18c.; 6 ft., 22c. ¢ ‘loth inserted tubing. 
5c. per foot. 


Stove Boards. 
paper lined, crystallized, 
$6.25 per doz.; 24 x 24 
26 x 20 in., $8: 28 x 28 in., 
30-in., $10.80; 32 x 32 in., 
35 in., $16.20: wood lined, crystallized, 
24 x 25 in., $12.60; 26 x 26 in. 


“ae 
28 x 28 in., $18: 30 x 30 in., $20: 33 x 
36 x 36 in., $2S. 


3/16- 
each: 
in., 28c.; 
in., 35c. 
Fiber in 


board, 
18¢c. 


mill 
20 in., 


16-in., $3.40 


Wabash, square, 
18 x 18 in., 
$7.50; 





33 in., $24; 

Stove Pipe and Elbows.—Polished 
blue nested stove pipe from Pitts- 
burgh warehouses, No. 28 gage, 6 in., 
$15 per 100 joints; elbows, $1.48 per 
doz. Nickeled stove pipe, 4 in., 85e. 
per joint: elbows, 75c.; collars, 40c. 


KEGS.—Demand for oak kegs is sur- 
prisingly good; there was such a big 
grape crop this year that there seems 


to be a record home production of wine | 





and kegs have been wanted in large | 


numbers. Jobbers quote: 
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Oak Kegs.— 


Red White White Oak 
Oak Oak Charred 
5 gallon ..... $1.30 $1.45 $2.40 
10 gallon ..... 1.75 1.90 2.80 
15 gallon ..... 2.00 2.15 3.15 
20 gallon ..... 2.25 2.40 3.75 


LANTERNS.—There is still a good call 
for lanterns. Jobbers quote: 

Acetylene, No. 12, $4.50 each; sport, 
$5.50 per doz.; Dietz Monarch, $8 per 
doz.; Junior, $8.50; Little Wizard, $9; 
Blizzard, $13; D- Lite, $13; dash, $14; 
Junior wagon, $17. 

MINERS’ SUPPLIES.—The edge is off 
the coal market, but not enough to stop 
many mines and the demand for sup- 
plies still is good. Jobbers quote: 

Lamps, $9 to $12.50 per doz.; caps, 
$1.60 to $4 per doz.; picks, finished, 
$5.50 to $7.50 per doz.; black, $3.75 to 
$5.50; carbide cans, $1 to $1.25 per 
doz.; powder cans, 5 Ib., $2.25 to $3 
per doz, ’ 

PAINTING SUPPLIES.—Makers °* of 
white lead have extended to June 30, 
next, the guarantee against a decline 
in prices. There is no change in prices 
of this or other painting supplies. Busi- 
ness is fairly good. 


Prices to retailers: 

Ready mixed paints, best grades, 
$2.85 per gallon; lower grades, $2.25; 
white lead, bc. per Ib. in 100-Ib. 
lots; 10 per cent less in lots of 500 Ib. 
or more and extra 4 per cent less 
in lots of a ton or more; turpentine, 
$1.04 per gal. in barrel lots; raw lin- 
seed oil, 12.5c. per lb. in barrel lots. 


SKATES.—There is the seasonal in- 
crease in the demand for ice skates, 
while retailers are interested in them 
as well as roller skates for the Christ- 
mas trade. Jobbers quote: 


ice Skates.—Winslow line, No. 2110, 


65c. per pair, same, L. S. $1. 12; No. 
2120, $1.20, same L. S. $1.50; No. 2140, 
$2.20, same L. S. $2.50. 

Roller Skates.— Union Hardware 
Co. line, No. 2, 70c. per pair; No. 3, 
75e.; No. 10, $1.05; No. 6, $1.55; 
Winslow line, No. 38%, $1.50; No. 


38, $1.60. 
VACUUM BOTTLES.—This line is re- 
flecting stronger interest on account of 
the approach of Christmas. Jobbers 
quote pints from 90c. to $4.75 and 
quarts from $1.75 to $5.40 each. 


WEATHER STRIP.—Demand for 
weather strip holds strong. Jobbers 
quote: 

Wood and felt, 
ft.; % in., $3; 
$2.40: %& in., 
rubber, % in., 
in., $4. 

WIRE PRODUCTS.—Business is rare- 
ly active at this time of the year and 
this year is no exception to the rule. 
Prices show no change. 

We quote from Pittsburgh jobbers’ 
stocks: 
Fence Wire: 
(Per 100 Ib.) 


$1.80 per 100 
‘all felt, 


5% i 

na Big 
$2.80: 4% in 
$2.40; % 


in., $3.25; 1 


Annealed Galvanized 


No. 6 to 9 gage...... $3.00 $3.45 
an, Mn” setae err 3.05 3.50 
2 M- poceeybetebeouvew. an 10 3.55 
i ee ae 3.15 3.65 
I EEE 3.25 3.80 
SS Peer Ct 4.00 
tt -<-sccehepeosio 3.55 4.25 
NE ER a 4.45 
Barbed wire (per 80-rod spool): 
Dee GERD sh iccukccccccesets $3.00 
De EE 6 wh REO eH Es 6 eoteenwes 3.20 
4-point a, ie de hi ote wee ee 3.20 
4-point ho ee ee ee 
2-point entitle Ds. «oss ates 2.25 
Field Woven Wire Fence (per 100 
rods): 
DT p.duseeeeedseda anes voettnl $30.00 
I si on hi es ai weed ti gehts & is areal 54.75 
Poultry: 
i aa ee $35.60 
an ne Gils aces ceaueetes ohuhe aun 43.00 
Se: TE Gbbwe cc cd¥Gdcare wus eee 48.50 
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Steel Fence Posts: 
rr re 50c. each 
Dot. ssentebbhunteaddectaseune 55c. each 
Ss oye re ee ares eee 65c. each 
base, per keg, $2.95 


Bright nails, 
to $3. 


Booklet on Hodell Tire Chain 


Sales and Service Station 


The Chain Products Co. of Cleve- 
land, Ohio, has recently issued an at- 
tractive booklet describing “A Complete 
Tire Chain Business in 9 Square Feet 
of Floor Space.” In the words of the 
catalog, “the tire chain business has 
been boiled down to fit the dealer’s 
store.” All the equipment necessary, 
a permanent selling display of Hodell 
tire chains—proper tools for the ser- 
vicing of tire chains, and the items 
comprising the dealer’s stock of chains 
to fit all tires, are fully described and 
illustrated. The booklet is designed to 
show what can be accomplished in the 
way of meeting the demand of motor- 
ist’s for prompt tire chain service, and 
admirably accomplishes this purpose. 


Automatic Feeding Device for 


Power Wringers 


The Fernald Automatic Feeding De- 
vice for power wringers, recently 
brought out by the Fernald Manufac- 
turing Co., manufacturer of hardware 
and household specialties, North East, 
Pa., is designed for attaching to the 
standard wringers as used on many 
makes of washers. 

When this new device is in use the 
clothes are simply thrown or placed 
over the wooden roll, from which they 
naturally fall into the path of the 
reciprocal slide and are forced by a 
to and fro movement into position 
where the wringer rolls will readily 
take hold. 

The device itself consists of a metal 





frame, readily attachable to the wring- 
er, to which is attached a rustproof 
metal tray, with a rectangular section 
cut out at the center. Below this there 
is (also attached to the frame) a slide, 
mounted on two wheels which rest upon 
the lower roll of the wringer and are 
thereby caused to revolve, carrying the 
slide back and forth to feeding point 
of wringer at even intervals. 

To the same frame is also attached 
a wooden roll, which catches the clothes 
thrown over it and directs their course 
into feeding position. 

All parts of the device are durably 
built of rustproof materials. The 
mechanism is simple and will not easily 
get out of order. Simple, sure and 


positively dependable action results— 
automatic feeding that has no draw- 
back. 
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Slide the doors 


on the inside 


They have to work—the building stands still 
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OUR doors—like the pistons in a motor—are the working part of the 
garage. And door efficiency is almost entirely a question of hardware. 


That’s why Slidetite Door hardware is so universally used in equipping garage 
doorways. Its use insures doors that work right and stay right. 


With Slidetite the doors slide and fold against the wall, inside; not exposed 
to rain and strong winds; not bothered by ice 
and snow. Slidetite equipped doors operate 

| easily and surely and close as tight as the front 
- door of your house. 





y F Slidetite is the most practical hardware for 

doorways, containing from two to ten doors 

and any width up to 30 feet. Regardless of 

/\ width, the opening is unobstructed when 
doors are open. 











When a garage is not deep enough to fold the 
doors inside—Slidaside is the correct hardware. 
Doors so equipped slide around the corner, flat 
against che a 

Slidaside can be used for two can. gongs by 





sliding doors to both walls, and is adaptable to 
any garage, regardless of distance from jamb to 
side wall. AURORA, ILLINOIS, U.S.A. 
Both Slidaside and Slidetite equipment provide New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Loule New Orteana 
‘or an entrance door—does away with expense of Chicago Minneapolis KansasCity LosAngeles SanFrancisco Omaha Seattle 


a separate entrance. Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD., LONDON, ONT. + Winnipeg, 


Largest and most complete line of door hardware made 
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Seasonable Weather Puts More Life 
Into New England Retail Hardware Sales 


(Boston office of HARDWARE AGE) 


ORE seasonable weather throughout New England the past 
M week brought a realization to people that it might be a 

good time to start their Christmas shopping. New En- 
gland retail hardware sales show more life as a result. Some retail 
merchants still profess to be somewhat disappointed over the vol- 
ume of business so far this holiday season, but when comparison is 
made with other retail lines little fault is found. In quite a few 
instances, retailers interviewed during the week said business was 
actually better than anticipated. In such instances, however, the 
firms have added new lines or have conducted more intensive selling 
campaigns through the medium of local advertising and by attrac- 
tive window displays. During the past few years the popularity 
of the Christmas Savings Club has grown by leaps and bounds. 
As a result of these clubs, several millions of dollars will be re- 
leased in Boston alone during the next few days, and most of it will 
be spent in connection with the Christmas giving spirit. A few 
retail hardware dealers in this territory have made it a point each 
year to make a bid for at least a part of these individual Christmas 
savings. More of the trade should make some effort to point out 
to savers the advantages in buying goods carried by the hardware 
trade. 

Sentiment in hardware jobbing circles appears somewhat more 
optimistic than it was a year ago. Orders for Christmas merchan- 
dise have flowed into these hardware establishments with greater 
freedom of late. Toys have been in particularly good demand, and 
jobbers’ stocks are broken. Skates, hockey sticks, sleds, silverware, 
percolators and a long list of other kinds of merchandise are urgent- 
ly wanted. Some jobbing houses are already discussing just how 
soon it will be necessary to work night shifts to get goods out and 
into the retailers’ hands at the earliest possible moment. There also 
appears to be a more cheerful feeling regarding credits. The 
whole hardware situation seems constructive. 


AUTOMOBILE ACCESSORIES. — As | Cause they foresaw a big business and 
was intimated two weeks ago, there has | canned Gun 

been a reduction in jobbing prices on /P P 

automobile tires and tubes aggregating | a quote from Soston 
{21%4 per cent. Automobile accessories | Batteries.—Columbia dry cell, in 
in general have sold more slowly so far 


32c. each net: in smaller 
: Hot shot, in barrel lots, 

this holiday season than in former No. 1461M, 

years. 


$1. 4 each net; No. 1562M, 

$1.97; No. 1662M, $2.34. In less than 
parva! $2.07: N 1662M, $2.45. — 

, 1 O. 

AUTOMOBILES (TOY).—Orders for Radio.—Dry cell, in lots of 50, No. 

toy automobiles for the holiday season 

are coming into jobbers’ hands a little 

more freely of late. Indications are as 


71ll, 35c. each net; in smaller lots, 
a s= net. B batteries, in units 
many, if not more, of these toys will 
be sold in 1926 as in 1925. 


of No. 764, $1.14 each net; No. 
760, *S1. 30; "4 17 1, 39c. Storage bat- 
We Boston jobbers’ 
stocks 


teries, 6 to $9. 75 pace net; 6 to 11, 
Automobiles.—Toy, Dodge, $4.50 


$11.10: 6 to 73: $13.05 
BICYCLES AND TIRES.— Bicycles 
each net; Ace, $5.20; Velie, $7.10; 
Hupp, $8. 80: Hudson, by = 50; Wills Ste. 


continue to: figure fairly conspicuously 
Claire, $11.40; Nash 1.55; Jewett, 








jobbers’ 


lots of 60, 
lots, 36c. 


quote from 
in retail holiday goods buying. It is 
assumed by jobbers that now that au- 
tomobile tires have come down in price, 
some sort of a readjustment in bicycle 
tire valuations may be expected within 
the near future. 


We from Boston jobbers’ 
stocks: 

Bicycles.—Men’s, 20 in., $30.50 each 
net; 22 in., $30.50; arched bar, $31.25; 
motor bike type with double bar, 
$32.75. aed s, 20 in., $32.75; boys’ 


$14.21: Overland, $14. 67; Stutz, z. 26; 
Oakland, $20.55; Packar $28 05: 
Paige sport, $34.39; Fire ’ Captain, 
$7.26: Hook and ladder, $9.75° dump 
and auto tow, $21 


BATTERIES.—To say that radio bat- 
teries are selling well is putting it 
mildly. Business is exceptionally heavy. 


quote 





So far jobbers have been able to keep 
abreast of requisitions, but only be- 








18 in., 
Tires. Painnniseet, lots of 25 pair, 
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$2.75 per pair net; Thornproof lots of 
25 pair, $3.40 per pair. 


BOTTLES.—More snappy weather has 
created a somewhat better demand for 
vacuum bottles from those people who 
work out of doors and require some- 
thing hot during the noon meal. There 
is also some retail buying for the holi- 
day trade. 


We quote from 
stocks: 
Bottles. 
$1.50 each list; 
Green, ax _ Pints, 
quarts, Nickel plated, plain, 
pints, 2° tb. quarts, $4. Corrugated 
a3 as plated, pints, $2.25; quarts, 
Discount 25 and 10 per cent. 
CAGES.—At least one New England 
retail hardware dealer is getting a lot 
of advertising and profit out of bird 
cages. The same fellow last year 
found himself loaded up with cages 
with no customers. He secured some 
beautiful singing birds, put them in the 
cages and charged accordingly. His 
success in ridding himself of cages at 
a profit was so pronounced he is re- 
peating the trick this year and has 
practically cleaned up on both birds and 
cages. 
We quote from Boston jobbers’ 
stocks: 
Bird Cages.— Brass assortment, 
three in assortment, $10 net; 


enamel, six in assortment, 
brass, No. 2, six in assortment, $16. 50. 


CHAIN.—Snow in some parts of New 
England has stirred up a demand for 
tire chains. The real retail buying 
movement has not set in, however, it 
evidently being the intention of the 
average dealer to wait until the very 
last minute. The retail carry over last 
season is reported as small. 
quote from Boston jobbers’ 
" Chains.—Weed, 1 to 9, pair, 
30 per cent discount; 10 to 29 pair in 
one shipment, 35 per cent discount; 
lots of 50 pair in one shipment, 40 
per cent discount. Fill-in orders are 
figured at the discount earned by 
original purchases, 100 cross chains 
equal 1 pair of tire chains. 

Machine Chain. — Twisted, 11-64- 
in., $7.50 per 100 ft.; 3-16-in., $7.80; 
Tt ges 8.10; 7-32-in., $9; % in., 
$13.50, all net. 

Links.—Acme connection or repair, 
3~ 16 in., 84c. per doz. net: in., c. 

5-16 in., 90c.; % in., $1: 7-16 in., 
a1. 18; vA in., $1. 38. 

COOKERS.— Pressure cookers went 
fairly well prior to Thanksgiving, ac- 
cording to various retail reports re- 
ceived. These cookers should sell well 
throughout the winter. 


aan quote from Boston jobbers’ 

; Cookers.—Pressure, solid cast alu- 

minum, No. 1, $24.75 each net; No. 2, 

$27.75; No. 3, $31.18; No. 4, $36.38. 
CUTLERY.—So far this holiday sea- 
son, all kinds of cutlery have sold bet- 
ter than most jobbers anticipated. The 
rank and file of retail dealers continue 
to give more consideration to variety 


Boston jobbers’ 


— Vacuum, brown, pints, 
Black, pints, $1.50; 
1.50; pints, $1.75; 
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Suggested 
$7.50 
Assortment 


Peerless Tool Kit 
Hammer 

Chisel 

Square 

Plane 

Saw 

Marking Gage 


Plyers 

Screw Driver 

Nail Set 

Oiler 

Gimlet Bit 
Carpenter’s Pencil 
Coping Saw 

Brad Awl 

Level 

Claw Bar 

Box Asst’d. Wood Screws 
1 Box Asst’d. Nails 

1 Package Sand Paper 





Pr eed french eh freed fh ph fc feed fest fh fel meh ee fh feed fh el feel eh 
> ~—s 


These assortments 
Pickering Hardware Co., 


Contents can be changed to suit stock. 





Courtesy 
Cincinnati. 


HARDWARE AGE 





” PEERLESS 





FILL WITH TOOLS and SELL 


for HOME USE or to MECHANICS 


| a a great idea. . . . for you not only sell 
the Peerless Tool Kit, but you sell all the 
assortment of tools with it. Fix up an assort- 
ment and feature it as a special. Hundreds 
of dealers all over the country have been doing 
it for the past three years. It’s a good money- 
maker. Order in these kits from your jobber 
Don’t delay. 


ANOTHER SPECIAL 


Peerless tool boxes go on the 
running board of automobiles 
—a handy place for tools and 
extra supplies. A good gift 
for the motorist. Keep some 
handy. 


at once. 


Manufactured by the Makers of the 
Famous Peerless Products for Ford Cars 


Res CORCORAN 


The MANUFACTURING CO. 


CinCINNATI 
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Assortment 


1 Box Nails 









Suggested 
$11.50 


Peerless Tool Kit 

Half-Hatchet 4 
Claw-Hammer 
Brace 

Auger Bits 

Wood Level = 

Panel Saw 

Try & ao — 

Tinners’ Mall 

Plane 


Hack Saw Frame 
Marking Gage 
Solder Set 

Pincers 

Oiler 

Chisels 

Claw Bar 

Screw Driver 
Coping Saw 

Nail Set 

Screw Driver Bit 
Package Sand Paper 
Carpenter's Pencil 
Box Wood Screws 
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than to quantity, however, it being felt 
that they can replenish needed items 
on short notice. Most retail dealers are 
making attractive cutlery displays and 
this is helping materially in disposing 
of stock. 
We 
stocks 
Bread Knives.—Genco, 
dozen net. 
Knives.- 


quote from Boston jobbers’ 


$2.50 per 


Kitchen, No. 303, 80c. per 
doz. net; No. 333A, $2.50. Slicers, 
No. 283, $5.25; No. 283A, $6; No. 2017, 
$5.25. Butcher, No. 200, 5 in., $3; 
6 in., $3.25; 8 in., $4.75; 9 in., $6; 10 
in., $7; 12 in., $10; 14 in., $12. E 
handle, 8 in., $7.75; 10 
12 in., $14.25. Grapefruit, No. 

Straight Shears.—Universal 
japanned, 6 in., $8 per doz. net; 
n., $8.50; 7 in., $9; 7% in., $9.55; 
in., $10.10; 9 in., $12; nickel ‘plated, 
in., $9.15; 6% in., 05; 7 in., 
7% in., $10.75; 
Left hand, 7% tg "$13.8 Ss 

Bent ow Bont ately 7 in., 
$9.55; 8 in., $10.75; 9 in., $13.55; 10 
in., $16.90. 

VA 


Rey Shears.— Nickel aot 
, $12 per doz. net; 8 in., 


pp ot —Pocket, 4 in., py per 
doz. net; 4% in., $8.65. Embroidery, 
3% in., $7.65 4 in., $8.35; ladies’, 4 
in., $8.35; 4% in., $8.70; 5 in., $9; 
6 in., $10.35. 
ELECTRICAL APPLIANCES.—Elec- 
trical appliances, particularly those for 
women’s use, still are quite a factor in 
the weekly turnover of merchandise in 
jobbing establishments. The retail 
trade is still experiencing competition, 
but in some instances are doing well in 
the matter of sales, particularly in 
those towns and cities where competi- 
tion is keenest. The trend of the aver- 
age power and lighting company today 
is toward refrigeration, stoves and 
other big items, consequently the re- 
tail trade should have less and less 
competition on small electric appliances 
from now on. 
We quote 
stocks: 
Hair dryers, Nos., 
net: No. 38; $6.60: 
$3.50 to $3.75. Vibrators, 
$5.50. Beaters, $3.75. 


GLOVES.—Orders for cotton gloves 
continue to dribble into jobbing houses. 
Most of the largest retail distributors 
supplied their requirements some time 
ago. Current buying is from the be- 


342, $2. 
line, 


from Boston jobbers’ 


1 to 7, $7.10 each 
cheaper models, 
$3.75 and 
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lated buyer or by the fellow filling in 
his stock. 


We 
stocks: 

Gloves.—Cotton, knit wrist, 6 oz., 
$1.08 per doz. net; 8 oz., $1.50; 12 oz., 
$1.80; 14 oz., $2.35. With leather palm, 
with gauntlet, $2.85 per dozen net; 
with wrister, $2.85; with Jersey back, 
$4.50; Jersey back with wrister, $4. 
Jersey gloves, mottled black, No. 402, 
$1.90; No. 403, $1.90; No. 410, $3.75. 
Boys’ Jersey, $1.90. 


HEATERS.—Retail dealers report a 
slightly better call for electric heaters, 
but this fact is not reflected to any ap- 
preciable degree in jobbing circles. 
from Boston jobbers’ 


quote from Boston jobbers’ 


We quote 
stocks: 

Heaters. — Electric, Universal, re- 
flector type, No. 9927, $3.80 each net; 
No. 9953, $4.50; No. 9955, $4.85; No. 
9954, $5. Assortment Nos. 1 and 2, 
of three each $9.50 net the set. Po- 
lar Cub, No. B90, in lots of less than 
12, $2.95 each net; in lots of 12 or 
more, $2.75 each net. Portable fur- 
nace, Utica, round, upright, $10 each 
list; discount on lots of less than 3, 
30 per cent, on lots of three to five, 
33% per cent, on lots of six or more, 
35 per cent discount. 


HOCKEY STICKS.—Sales of hockey 
sticks are being made by jobbers every 
day. It is apparently assured that job- 
bers’ sales this year will be consider- 
ably in excess of those for 1925. Re- 
tailers in general have sold more sticks 
than they did to the corresponding 
period last year. 
We quote from Boston jobbers’ 

stocks 

Heokey Sticks.—Scout, Jr., $3. 30 per 
doz. net; Boys’ X, $5; Men’s X, $8; 
Men's xx, $10.40; special, $15: Boys’, 
$3 a doz. net; Boys’ special, $5: 
Amateur, $8; Championship, $11; spe- 
cial, $11, 


No. 50, ° 
pucks. —Standard makes, $2 a doz. 


et. 
Polo Sticks.— 5c. me doz. 


net; No. G, $1. 50: sy C, "33. 
ICE CREEPERS.—More ote dealers 
have placed orders for ice creepers the 
past week. Jobbers’ stocks are begin- 
ning to get low and prices are reported 
as firm. 


We 
stocks: 

ice Creepers.—Featherweight, Nos. 
1, 2, 3 and 4, $4 per pair net; Newark, 
$3.65: Union, $1.60; Eagle, $1.35; 
Neverslips, men’s, $2.44, lady’s, $2.44. 


RADIO GOODS.—The present year will 


go down in hardware history as the 


quote from Boston jobbers’ 
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biggest one on record so far as the sales 
of radio sets are concerned. The de- 
mand for radio accessories also is com- 
ing ahead very fast. The general pub- 
lic most assuredly has the radio bug. 


R.. quote from Boston jobbers’ 
*‘Tubes.—Cunningham, No. CX3116B, 
$7.50 each list; Nos. Cll, Cl2 and 
CX300, $2.50; No. CX299, $2.25; No. 
CX300A, $4; No. CX301A, $2; No. 

X220, $2.50; No. CX112, $4.50; No. 
6X371, $4.50. 
Discount 30 per cent. 

ROOFING MATERIAL.— Jobbers’ 
sales are by no means confined to holi- 
Gay goods. There is a steady flow of 
standard hardware out of stock. Roof- 
ing materials of all kinds are among 
the top liners in standard items. Re- 
cent high winds did much damage to 
roofs, and material being sold today by 
jobbers is going into repair work. Then, 
too, there is the usual amount of new 
small building construction that re- 
quires paper and shingles. 


We quote from Boston jobbers’ 
stocks: 

Papers.—Japroid tarred felt, $73 a 
ton; Neponsit black building paper, 
in 250-ft. rolls, $1.33 per roll net; in 
500-ft. rolls, $2.65 per roll; Bermico 
sheathing paper, in 500-lb. lots, $75 a 
ton. 

Stormtite.—Plastic, 33% per cent 
discount; liquid, 33% per cent dis- 
count. 

Shingles.—Japroid individual, $6.25 
per square; strip, 10 in., $5.75 per 
square; superstrip, 12% in., $7.15 per 
square super-giant, $8.50; lock-top, 
$3.90 

SCREWS.—Manufacturers, and in turn 
jobbers, have boosted prices on wood 
screws 244 points, or approximately 10 


per cent. 


WINDOW GLASS.—As was intimated 
a week ago, window glass has been ad- 
vanced again. Single B and double B, 
25 to 60 in., have advanced about 5 per 
cent, while 60 in. and larger in double 
B is even more than 5 per cent higher. 
New prices follow: 
We quote from Boston jobbers’ 


stocks 
25 «in., 


Window Glass.—Single B, 
88 per cent discount; 34 to 40 in., 87 
per cent discount; 50 in., 85 per cent 
discount; 54 in. and larger, 85 per 
cent discount. Double B, 25 to 60 in., 
87 per cent discount; 60 in. and larger, 
85 per cent discount. 





Profits in House Cleaning Supplies 


OUSE cleaning time is always with us, particularly in the spring, affording an oppor- 


tunity for three distinct displays. 


First a general house cleaning window carrying 


everything from scrub brushes to vacuum cleaners—all attractively arranged, plainly priced 
and introduced with show cards. 

Follow this the next week with a “Paint Up and Clean Up” window displaying paints, 
varnishes, cleaners, mops, brushes and similar items. 

Then for the third week concentrate on the things men use during the clean-up period, 
such as shovels, rakes, etc. for use about the yard, and tools for the handy man to use in fix- 
ing fences, putting up shelves, etc. A careful, painstaking use of these three displays will 
put house cleaning money in your cash register. 
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For instance—in Miss 
Farmer's School of 
Cookery( Alice Bradley, 
Principal) aluminum 
utensils are used for 


all kinds of cookery 


(The BEST COOKS use 


Aluminum 


What is the lesson today? Is it on baking, or stewing 
or roasting, or frying? Is it on cherry cobbler, or clam 
chowder, or chocolate cake? 


Whatever it is, you may be sure of one thing. Should the 
question arise as to what utensils are best, the instructor 
will say, ‘‘Of course, aluminum cooks everything well.”’ 


In the home economics departments of our schools and 
colleges, in the famous testing institutes of our women’s 
magazines, aluminum cooking utensils are used for every 
kind of cookery = for their durability, econ- 
omy, beauty, and safety. 


And the same is true in great hotels, in hospitals, on 
railroad dining cars, on palatial ocean liners, and in 
millions of homes. 


The best cooks use aluminum. 


ALUMINUM WARES ASSOCIATION 
Publicity Division, 844 Rush Street, Chicago 











The aluminum 
industry is 
advertising 

for you 


If you have not noticed the 
co-operative advertising of the 
aluminum industry — you will! 
A big campaign has just been 
launched under the auspices 
of the Aluminum Wares Associ- 
ation, to help you sell aluminum. 


On this page, opposite this 
announcement, you will see a 
reproduction of the first adver- 
tisement in the series. Read it 
carefully. Then reflect that your 
own customers are going to see 
this and other advertisements 
month after month in their 
favorite magazines. Every adver- 
tisement will feature some authori- 
tative endorsement confirming the 
truth of the new national slogan, 


‘<The Best Cooks Use Aluminum.” 


Here are the magazines in 
which this advertising is now 
appearing :— 

Ladies’ Home Journal 

McCall’s Magazine 

Woman’s Home Companion 

Good Housekeeping 

Country Gentleman 

Journal of Home Economics 

American Cookery 

American Food Journal 

Hyégeia 

Modern Hospital 


Journal of the American 
Medical Association 


The total circulation of these 
magazines 1s 9,651,577 Copies. 
Reaching your customers ; help- 
ing you sellaluminum. . . 
ALUMINUM WARES ASSOCIATION 


4 Publicity Division, 844 Rush Street, Chicago 
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Holiday Lines Are Active in North- 
west Territory—Prices Are Steady 


(Minneapolis office of HARDWARE AGE) 


HERE is little change in the aspect of business in the North- 


west tributary to the Twin Cities. 


Perhaps there is a little 


more of the holiday business and a little less of the regular fall 
business, with the merchants already looking ahead to the end of the 


year, and to inventory time. 


Dealers are buying very cautiously—perhaps too cautiously, with 
the holiday buying on the part of the consumer practically all yet 
to be accomplished. Jobbers are finding this to be true; small or- 


ders and frequent reorders are the rule. 


business is being done. 


Collections show but little change in volume. 


with little inducement to change. 


AXES.—Sales are fair, with stocks well 
filled for the winter demand. Prices 
are firm as last quoted. 


We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Single bit base 
weight axes at $16 per dozen and 
double bit base weight axes at $21.50; 
Plumb’s Dreadnaught unhandled 
single bit, $14.50: double bit, $19.50; 
handled, single bit, $19.25; double bit, 
24.25 doz. net. 


BALE TIES.—Demand is steady, 
though perhaps lighter than it would 
have been if a normal hay crop had 
been harvested in the Northwest. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single loop bale 
ties, 9% x 14, $1.54: 9% x 15, $1.37; 


9% x 14, $1.57 per bundle. 
BOLTS.—Call for bolts is steady, with 
little of interest in the market. Prices 
have not changed. 


We quote from 
f.o.b. Twin Cities: 
45 per cent; machine bolts at 50 
per cent; stove bolts at 75 per cent 
and lag screws at 55 per cent from 
lists. 


CARPET SWEEPERS.—Sales are fair, 
with stocks in good shape for the holi- 
day trade. Prices are unchanged. 


jobbers’ stocks, 


Carriage bolts at 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carpet sweepers, 
American Queen, $54 Elite, $60; 
Grand Rapids, japanned $44; Grand 
Rapids, nickeled, $48; Grand sweeper, 

17 in., $60: Parlor Queen, $56; Prin- 
cess, $50: Universal, nickeled, $46; 
japanned, $42 per doz. net. 

COAL HODS.—Sales still are good, 


with stocks ample for the demand. 
Prices have not changed. 

We jobbers’ stocks, 
Japanned open 
. $3.85: 


quote from 
f.o.b. Twin Cities: 
coal hods, 17 in., $3.35; 
japanned funnel, 17 in., a oe, 
$4.90; galvanized open, 17 in., $4.65; 
18 in., $5.40: galvanized funnel, 17 
in., $6.00; 18 in., $6.80 per doz. net. 


CHAIN.—Call for chain is steady, with 
dealers expecting better trade as wood 
cutting time approaches. Stocks are 
well assorted, with prices firm. 


We quote from stocks, 
f.o.b. Twin Cities: “4x 
14, $13.85; % x 14, $10.90: ™% x 14, 
$10.15; % in. proof coil, $12: % in 
$8.90; % in., $8.30; % in., $9.85 ewt., 
net. 


jobbers’ 
Log chains, 


FILES.—Demand is fair, with stocks 
ample for the call. 
changed. 


——— 








Very little future order 


Prices are steady, 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.— Sales are 
holding up well for certain lines, with 
stocks well filled. Prices show no 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 
"es a tubs at $7.25: No. 2, $ 


pails, $2.5 55; 12-qt., 


$3.25; stock pails, 16-qt., $5, 
18- -qt., $5.50 per doz. net. 


GLASS AND PUTTY.—Demand is 
steady, with perhaps the peak of the 
fall sales having been reached. Stocks 
are well filled, with prices firm. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Minn. prices sin- 
gle strength glass, 83 per cent: double 
strength, 85 per cent, and strictly 
pure putty in 50-lb. drums at $4.85 
cwt. net. 


HAMMERS AND HATCHETS.—Sales 
are holding up well, with perhaps some 
indication of the demand for small tools 
for the holiday trade showing. Prices 
are steady and firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Mavyvdole, No. 11% 
nail hammers, $12.60: Plumb No. FH- 
81, $12: Riverside, No. 611% $12: 


: "$16. 10: 
claw, 


Plumb Broad, No. 2 hatchet 
No. 2 shingling, $12.50; No. 2 


$13.75 per doz. net. 
LAMPS AND LANTERNS.—Call for 
this line is steady and good. Stocks 


are being kept in good condition by the 
dealers, and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, No. 2, $1: 
doz.; No. L327 Coleman lanterns, 
$5.25; No. L427, $6; No. C329 lamps, 
$6.25: No. C318, $7; No. C317. $7.40 
each, net. 


NAILS.—There is a fair demand for 
nails, with stocks being kept just heavy 
enough by the dealers to fill their or- 
ders. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, and cement coated wire nails 
in 100-lb. kegs at $3.25 per keg base. 


OIL HEATERS.—Call is steady and 
fairly good. Stocks are ample to meet 
the demand, with prices firm. 


Prices have not | 


jobbers’ stocks, 


We quote from 
No. 12 oil heaters 


f.o.b. Twin Cities: 
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polished steel japanned trimmings, 
$3.66, and No. 016, polished steel, 
nickel trimmings, $5.32 each, net. 


PAINTS AND WHITE LEAD.—Sales 
are steady, and are mainly for interior 
decorating. Stocks are being kept at 
a rather low point, with prices un- 
changed. 


We quote from 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gal., in 1-gal. cans, 
and white lead in 100- lb. saatatiners 
at $13.84 cwt. net. 


PUMPS.—Call for water supplies is 
fair, showing perhaps a _ steady im- 
provement from year to year in the 
Northwest. Dealers are keeping their 
stocks down, and reordering frequent- 
ly. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. — 
plain spout windmill force pump 
6-in. stroke, $6.85; adjustable mareke. 
$7.50: No. 495, underground discharge 
windmill force, adjustable stroke, 
$14.35; No. 415, $14.65; "No. 403, hand 
lift, 6-in. stroke, $4.25; No. 182, hand 
lift, 6*in. stroke, 6-ft. set length, $5.25 
each net. 


PYREX OVENWARE.—Sales are per- 
haps showing some increase as the holi- 
day season grows near. Stocks are 
filled, with prices firm. 


We 
f.o.b. 


$1.17; 


jobbers’ stocks, 


quote from jobbers’ stocks, 
Twin Cities: No. 623 casseroles, 
No. 633 casseroles, $1.17; No. 
209 pie plates, 50c.;: No. 210 pie plates, 
67c.; No. 212 bread pans, 60c.; No. 
231 utility pans, 67c.; No. 12 tea pote, 
$1.67; No. 24 tea pots, $2, and No. 36 


tea pots, $2.33 each net. 
REGISTERS.—Sales are steady, and 
stecks are in good condition. Prices 
show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wrought steel 
registers at 40 per cent from lists. 


ROPE.—Call for rope is nominal at 
this time of year. Stocks are ample 
for present demands, with prices un- 
changed. 


We 
f.o.b. 


quote from jobbers’ stocks, 
Twin Cities: Best grade manila 
rope at 24%c. Ib. base, and best 
grade sisal rope at 18c. per Ib. base. 


SANDPAPER.—Sales are steady, with 
stocks well assorted. Prices have not 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $5.10 per ream; second 
grade No. 1, $4.70 per ream, and gar- 
net No. 1, $16.75 per ream, 


SASH CORD AND WEIGHTS.—De- 
mand is fair, with stocks ample. The 
seasonal demand, caused by fall build- 
ing, is practically over for the year. 
Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord at 73c. lb. and second grade at 
37%c. Ib.; cast-iron sash weights at 
$2.10 cwt., net. 


SCREWS.—Call is steady, with stocks 
well assorted. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-20 per cent; flat 
head, japanned, 72%-10 per cent; 
round head blued, 77%-10 per cent; 
flat head, brass, 77%-10 per cent; 
round head, brass, 75-10 per cent 
from lists. 
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Increase Freezer Sales 


with the 


New Design 


WHITE 
MOUNTAIN 


Triple Motion 


(hit at The White Mountain has always led in the 
“ i LS Ice Cream Freezer field. 
to mae, e ae The White Mountain Triple Motion was the 
:) 0 dw | f e biggest forward step ever made in Ice Cream 
WY fe Freezer construction. Its principles are correct 
—practical and successful. 
We could not improve upon the principle. But 
we have improved its method of application. 
The New Design Triple Motion White Moun- 
tain is the last word in freezer construction. 
It is more simple, sturdy and efficient than 
ever before. 
From every viewpoint—manufacture, sale and 
use— it is the most satisfactory freezer on the 
market. 















/ Jilountain ‘ 
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What This New Design Means 
to You and Your Customers 


The New Design Triple Motion White Mountain Ice Cream Freezer is a great 
success. From your standpoint it has more selling points than any other freezer. 


The new design of beater insures smooth, evenly frozen cream. A taller can gives 
more freezing surface. New tub lines conserve ice. Accurate fitting castings and 
smooth bearings eliminate clogging and minimize the breaking of parts. 


These and other desirable features are exclusive in the New Design White 
Mountain Freezer. 


Your customers already know that the White Mountain always has been the 
World’s Best Freezer. With the improvement and advantages of the New Design, 
the White Mountain is the easiest freezer in the world to sell. This means a 
quick turnover for you. 











New Internal Construction 





The season of 1927 promises well. White Mountain National 
consumer advertising starts soon. It is none too early to 
order your spring and summer freezer requirements now 


Manufactured Solely by 


THE WHITE MOUNTAIN FREEZER Co., INC. 


NASHUA, NEW HAMPSHIRE 
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SNOW SHOVELS.—Retail sales are 
starting to a satisfactory degree. 
Prices are steady and firm. 


We quote from jobbers’ 
f.o.b. Twin Cities: Bonanza wood 
snow shovels, $19; steel blade, 
straight handle, $4. os galvanized 
steel blade, D handle, 15% x 17, 
$10.75; 16 x 21, $11.25 doz. net. 


SIDEWALK SCRAPERS.—Call is in- 
creasing, with stocks filled for the de- 


stocks, 


mand. Prices are firm. 
We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Kohler’s sidewalk 

scrapers, $5.00 doz. net. 


SKATES.—Sales are increasing daily. 
Stocks are being drawn on heavily, 
with prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nestor Johnson 
North Star aluminum finish skates at 
$7.25; nickel plated at $8.25; Union 
1624, oe 524%, vat No. 5%, 95c.; 


No. $1.62; No. 5624, $1.12; No. 
5624, $1.44; No. "524 aR $1. 57; No. 
362474, $2.00 pair, net. 

SOLDER.— Call is steady, though 


rather light. Prices have not changed. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 45c. Ib., and strictly 
half and half solder at 44c. Ib. net. 


STEEL GAME TRAPS.—Sales in a re- 
tail way are beginning to show up bet- 
ter. Stocks are still well filled, with 
prices unchanged. 


We quote from 
f.o.b. Twin Cities: 
0, $1.10; No. 
No. 2, $3.36; 


jobbers’ stocks, 
Victor traps, No. 
1, $1.38; No. 1%, $2.44; 
Oneida jump, No. 0, 
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$1.59; ae 1, $1.83; No. 1%, $2.81 per 


doz. a 
Gibbs “Two Trigger’ traps, $5; 
Single Grip No. 1, $1.88; No. 2, $3.35; 


No, 3, $5.50; No. 4, $6.70 doz., net, 
f.o.b. factory, with freight allowed in 
barrel lots. 


STEEL SHEETS.—Demand is slowing 
up with the building trades, with fur- 
nace work and similar lines running 
strong. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
Sheets at $5.15 cwt. base 4 ga.), 


and black steel sheets, $4.30 cwt. base 
(24 ga.) 
STOVE BOARDS.—Sales are. sstill 
good, though the early flurry is over. 
Stocks are ample for the demand, with 
prices unchanged. 

We quote from nee 
f.o.b. Twin Cities: Crystallized stove 
boards, 28 x 28, $15.75; 30 x 30, $18.25; 
and 36 x 36, $25.40 per doz., net. 

STOVE SHOVELS.—Sales are steady, 
and fairly good. Stocks are well filled, 
with prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned, 14%4-in. 
stove shovels, 50c.; japanned Jumbo, 
21%-in., $1.55; japanned Jumbo, Jr., 
14-in., 85c. doz., net. 

TIN.—Demand is fair, with stocks am- 
ple for the call. Prices have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke, ICL 
20 x 28 tin at $14.50, and IC, 20 x 28, 


— eoating roofing tin at $15.25 per 
ox. 


TORCHES.—Blow torches are in de- 


stocks, 
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mand for some lines of trade. Stocks 


are well filled, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 
$5.76; No. 45, at., 


art No. 47, at., $7 08; No 48, at., 
7.48: No. 49, qt., $8.54; No. 52, qt., 
(flat), $6.96 eac rner Standard 
Line, No. 8, qt., 35; No. 14, aqt., 
5.76; No. 22, qt., $6.53; No. 30, qt., 
6.91; No, 38, qt., 76; No. 39, at., 
6.05; No. 92, qt., $6.79; No. 93, qt., 
$7.42; No. 105, qt., $4.88; No. 205, qt., 
$5.25 each. Turner firepots, No. 53, 


oo; No. 3, $7.97; No. 66, $10.18; 
0. 76, $7.13; No. 34, $8.67 each net. 


WEATHER STRIP.—Call for this prod- 
uct continues strong, with stocks be- 
ing replenished by the dealers. Prices 
have not changed. 
We qtiote from jobbers’ 
eg T Cities: Wood and felt, % 
$1. % in., $1.85; 1 in., $2.60; 
Wits $4.85, and Bosley’s, $1.25 per 


stocks, 


100 
WIRE.—Sales are fair, with stocks in 
good condition. Prices are firm as last 
quoted. 


We quote from jobbers’ 


stocks, 
f.o.b. Twin Cities: 


Painted cattle wire 
at $3.01 per 80-rod spool; painted hog 
wire at $3.22 per 80-rod spool; lva- 
nized cattle wire at $3.21 per 80-rod 
spool; galvanized hog wire at $3.43 
nd 80-rod Z 001; smooth black wire 

9, cwt. -» and galvanized 
smooth one No. 9, $3.70 cwt. 


WRENCHES.—Sales are steady, with 
stocks well assorted. Prices show no 





changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities Agric ultural 
wrenches, 8-in., $4. 90: 10-in., $4.90; 


12-in., $6.30 doz. net. 





A Hardware Manufacturer in 


From 4 o’clock in the afternoon until 
10 o’clock at night the square was 
massed with a slowly moving parade 
of people passing Dzerjinsky’s bier, 
and the speakers’ stand in the Red 
Square. 


Casket Carried Open 


The head of this procession was 
formed by Bolshevik leaders, such as 
Trotsky, Kameneff, Stalin, and Rykoff, 
carrying the casket of Dzerjinsky. As 
in most Russian funerals, the casket 
was carried through the streets open, 
with the dead visage of the former 
Cheka chief lying mute beneath the 
sky. Just ahead of the casket was its 
lid, also carried by Soviet leaders. 
Everyone in this procession was on 
foot, and even the flowers and wreaths 
were carried by persons of note in the 
Soviet regime. 

I have never in my life witnessed 
a greater display of police control 
of crowds than during this procession. 
Thousands upon thousands of specta- 
tors were held in check by soldiers and 
policemen. Every street about the 
Red Square was thoroughly blocked 
and closed to all traffic except that of 





Soviet Russia 


(Continued from page 50) 


the procession itself. Yet, in spite of 
this, every once in a while the crowd 
would dash through some outlying 
police cordon, pushing on by sheer 
weight of numbers, in hope of reaching 
the Red Square, only to have their 
efforts thwarted by an inner line of 
soldiers on horseback who would charge 
into them and bear them backward. 

The courtesy of a pass into the 
square was granted me, and I had an 
opportunity to see the procession at 
close range. For hours and hours the 
people marched by, only dwindling 
away with the twilight, which, in Mos- 
cow in July, comes at 10 p. m. 

In the Red Square, in the shadows 
of the Kremlin walls, Dzerjinsky was 
buried, close to the mausoleum where 
the body of Nicolai Lenin, leader of the 
Bolshevik revolution, lies in perpetual 
state. 


Body Under Glass 


Lenin is apparently revered by 
countless millions. His body is em- 
balmed so as to keep for forty years 
and lies, under glass, where hundreds, 
making pilgrimages to his tomb, view 
it daily. The body, today, looks as if 


it had been embalmed only yesterday. 

I approached Lenin’s tomb, a few 
days after Dzerjinsky’s funeral, only 
to find that thousands of Russians had 
the same idea the same day. There 
was a great queue of people waiting 
to pass through the structure. I learned 
it was possible for a foreigner, whose 
time in Moscow was limited, to secure 
a special pass through the Bureau for 
Cultural Relations, which is headed by 
Trotsky’s sister. I was given one of 
these passes. 

The interior of the tomb is so ar- 
ranged as to expedite passage of the 
pilgrims, incoming and outgoing en- 
trances being constantly thronged. 

The body itself lies beneath a 
pyramid shaped glass cover. At the 
head and feet of the corpse two Red 
Soldiers stand constantly at attention 
as a guard of honor, the bayonets of 
their rifles being so sharp they seemed 
actually needle pointed. 

As one takes the outgoing staircase, 
he sees, above him, a globe centered 
in a spider’s web of gold wires, em- 
blematic of the world under Communist 
control—the dream of Lenin. 

(To be continued next week) 
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Knobby-Lock Night Latch 























Something Entirely New in Night Latches 


No installation required—take ordinary door knobs off—put Knobby-Lock 
Knobs on. 


There has always been a definite need for a moderate priced, easily installed 
lock night-latch and latch protector. 80% of all hardware dealers in Detroit 
bought on first call. They liked the easy installation—no special tools re- 
quired—no drilling, cutting or marring of door. You can take Knobby-Lock 
Knobs and put on an apartment, house, garage, grade or any door in five 
minutes. 

Retail price only $2.50—a big retail selling advantage. Order a sample—a 
half dozen or dozen. And remember—no one can take a Knobby-Lock off 
your door unless the inside knob is removed first. 


Knopsy-Lock NIGHT-LATCH 
AND LATCH PROTECTOR 


[-—“-. oo 
' 







Order sample or write 


for descriptive literature. 





\ - 
| el} “KNOBB Y-LOOK 
j 7 


ws var orrnct 





, Teor mane 1 
|) PREAPPLIED FOR t 
= Li iad ys 

5 OTHERS PE LATCH 


RATCH Jobbers are particularly invited to order samples as 
7.’ we know what the reaction will be. Jobbers who 









INSIDE 
KNOB 





EASILY INSTALLED IN A FEW 
MINUTES 


Ok lle ; have seen the Knobby-Lock are selling it. 


No Drilling, Cutting or Marring of Door. 


J ke th lar door knobs off 

rail door Ie'and cence wan Roetoy. — ATYVANCE MANUFACTURING CO. 

of your door unless the inside knob is = £4) ga toine St. Detroit, Mich. 
List price $2.50 
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HACK SAWS 


Here are two brands of Hack Saw Blades you can offer your 
trade with the utmost confidence that they will produce the re- 
peat orders that make hack saw business profitable. 





GP-888 All Hard Blades 


[oa Made of superfine hot rolled steel. Sharp milled teeth 


G 


§ 


ALL-HARD No finer, more uniform blade for general all around 
work could be made. 





with just the proper set for fast, clean cutting. 





Every step in the specially developed hardening process 
is automatically controlled by sensitive electric devices. 
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a . = woe ed *)Y¥-]- ‘ . ss * Re: Se as . I 
SVLYLVSD DOD OVP LODO PV TV TON IO TF IV IG. 


GP-777 Flexible Blades 
(s Yr? When twists and side strains are sure to be encountered 
a flexible blade is the economical blade to use. 


ee eee 
The teeth and back are just as carefully hardened, but 
; / the center is left soft. 


FLEXIBLE It’s surprising how much grief these blades will stand 
and still perform very creditably. 


GOODELL-PRATT COMPANY 


Ho 
GREENFIELD, ———— MASS., U. S. A. 








GOODELL-PRATT 
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Note the variety of standard, well-known items in this tool window of the Barrett Hardware Co., Joliet, Illinois. 


HARDWARE AGE 17 





This 


window display is the work of “Herb” Farr, display man for the Barrett company 


Attracting Tool Trade 


O less an authority on merchandising than Don 
Thatcher has truthfully observed that one of 
the first principles of merchandising is to 

“Make it easy and attractive for people to trade with 
you.” The second—To Satisfy Your Customers. The 
first step toward carrying out the first principle is in 
displays—window and case displays of tools attract 
attention—the better the display—the larger the sales. 
Where good displays are supplemented with knowledge 
about the goods and that knack of passing along in- 
formation that is such an important part of salesman- 
ship, satisfactory sales are assured. 

The Pioneer Hardware Co., of Seattle, Wash., sells 
yearly between $25,000 and $28,000 in tools. In the 
words of F. W. Cook, owner and manager, this result 
is accomplished through the medium of open displays: 

“Only one thing. We put every tool we had in 
open displays. The glass was taken off every panel- 
board display so that every sample could be taken down 
and handled. We put in all open counters, and got rid 
of all closed cases. Customers are now at liberty to 
handle every tool we have in stock. They can help 
themselves to anything, and a clerk doesn’t bother them 
until they are ready to give us the money in exchange 
for the tool.” 

Another thing about this store. 
for cash only. No credit is given. 


It sells merchandise 
This point is em- 


phasized, and also used as an explanation to customers 
to convince them, if necessary, that because the store’s 
overhead expense is kept down to the minimum, it is 
able to sell hardware at a price that is both attractive 
to customers and satisfactory to the store. 


A floor show case devoted to tools usually degen- 
erates into a sort of a catch-all for miscellaneous stock 
and even at its best it is hard to make an attractive 
display when the merchandisé is merely laid flat on 
the shelves and floor of the case. In addition such a 
display is almost impossible to see unless one stands 
close in front of it and looks directly down on it from 
the top. 

However, Phillip T. Lambert, of Kankakee, IIl., has 
hit upon a simple method of overcoming all these ob- 
jections to using an ordinary floor case for tool display. 
By taking pieces of wall board, cut to fit and painted 
a bright orange and arranged at an angle running 
from the front of the case at the bottom to the back 
at the top, he has made possible an attractive and 
easily seen display. The tools, themselves, are fastened 
to the wall-board in rows, by fine wire and the space 
in back affords ample room for surplus stock. The 
bright color of the display boards adds materially to the 
appearance of the store and at the same time makes 
each individual tool shown stand out in bold relief. 
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Some Worthwhile Hack Saw Facts 


the man behind the counter to sell hack saw 


(ke following information is designed to enable 
blades best suited to the specific purpose for 


which required. 


The following is a safe guide to cover the use of both 
all hard and soft back blades: 


All hard hack saw 
blades 14 teeth—use 
on brass, copper, 
soft steel, cast iron 
and aluminum. 

All hard hack saw 
blades 18 teeth—use 
on iron pipe, tool 
steel, angle iron. 

All hard hack saw 
blades 24 teeth—use 
on drilling rods, me- 
dium tubing and 
sheet metal. 

All hard hack saw 
blades 32 teeth—use 
on thin tubing, elec- 
tric casings, thin 
sheet metal. 


so that edges do not come in contact with other tools 
or hard substances. 
tool knocking or falling against another will easily 


Cutting edges are fine teeth, one 


break or dull teeth that while not perceptible to the eye 


44+ 44 4444444444444444 


There are two opportuni- 
ties for special displays with- 
in the next few weeks— 
WASHINGTON’S BIRTH- 
DAY and LINCOLN’S. A 
genuine spirit to honor the 
memories of these famous 
Americans should dominate 
in these displays. Displays 
of this type advertise the 
store and give the variation 
which is often lacking in store 


will, nevertheless, interfere with or dull the cutting edge 
of the tool. 


The first care is to keep tools free from 
moisture. New polished tools while usually 
leaving the factories with a light oiled fin- 
ish are subject to rusting when exposed in 
open cases and windows during damp 
weather. At such times tools hanging on 
display racks in cases and windows should 
be wiped or rubbed down with oiled rags— 
sperm oil is good for this purpose. 

Moisture creates rust on polished metal, 
rust pits, creating a rough surface. After 
a tool has rusted rub it with fine emery 
cloth, then wipe with oiled rag. 

Tool displays, especially those in win- 
dows, should be arranged so as to allow 
each kind of tool to stand out of a back- 
ground of its own. To obtain the full 
benefit of variety, it has to be featured—a 
mass display of tools does not necessarily 





windows. 
Soft back hack saw 


blades 14 teeth—use 
on brass, copper, soft 
steel, cast iron, aluminum. 
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Soft back hack saw blades 18 teeth—use on iron 


pipe, tool steel, angle iron. 


Soft back hack saw blades 24 teeth—use on drilling 


: Did you ever try a series of 


rods, medium tubing, sheet metals. 

Soft back hack saw blades 32 teeth—use 
on thin tubing, electric casings, thin sheet 
metal. 

Power machine hack saw blades 21 gage 
34 im. 

For use in light power machines 14 
teeth—use on annealed tool and soft steel. 

Power blades 18 gage %4 in. for use in 
medium power machines 10 teeth—use on 
iron pipe, cast iron, heavy angle iron. 

14 teeth—use on tool steel and hard 
metals. 

Power blades 18 gage 1 in. for use in 
heavy power machines 10 teeth—use on 
soft steel, annealed tools, steel brass, cop- 
per. 

14 teeth—use on steel tubing, tool steel, 
light angle iron. 

Power machine hack saw blades 16 gage 
—for use in extra heavy power machines. 

4 teeth—use on soft steel, large work. 

8 teeth—use on steel rails, machinery 
steel. 

10 teeth—use on tool steel, angle iron, 
small works. 

In store and shop, tools should be hung 
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mean variety. 


convey. 
sible kind. 


makes and price ranges. 


Educational Tool Windows? 
Place a good selection of tools 
on display in such a way as 
to leave the center of the win- 
dow free for educational pur- 
poses. In that space, show 
some tools as though in ac- 
tual use, with cards explaining 
the various purposes for 
which designed. From such 
windows the ordinary house- 
holder can get a good idea of 
what the various tools will do, 
and he seldom fails to con- 
nect the uses with some neces- 
sity around the house. 


WHY NOT TRY IT? 


a 
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Please keep in mind the 
meaning we intend the word variety to 


Reading matter continued on page 81 


We don’t mean tools of every pos- 
We do mean in each line of tools intended 
for specific purposes, have a well selected variety of 
In other words a stock that 
includes three well known makes of saws, several well 


known brands of ham- 
mers, etc. Apply the 
same principle to your 
selection and display 
of other tools. This 
plan will permit you 
to please and satisfy 
many kinds of peo- 
ple. When you do 
that your store is an 
acknowledged good 
place to buy tools. 
You are then the 
modern “Trading 
Post” for your com- 
munity, rather than 
the agent for one 
manufacturer whose 
tools may be of the 
best, but the very dif- 
ference that exists in 
the details of tool 
making is an acknowl- 
edgment of the 
variance of ideas of 
the public. 
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/ 
Keep Quikwerks | 
—They Keep | 


Customers! 


OOD merchandise is at the 
heart of any hardware mer- 
chant’s success. 

The pick that did not hold its 
point, the sledge that chipped or 
broke, the chisel that was nicked 
too soon—these are little griev- 
ances you may never hear of after 
the tools have passed over your 
counter. And, unfortunately, you 
may never hear of the customer 
again, either. 

These are precisely the sort of 
things we guard against in Quik- 
werk Tools—for your sake and 
ours. 









‘ 


























Keep Quikwerks— 


they keep customers! 


See Our Listing in 
MacRae’s Blue Book 








THE WARREN TOOL & ForGE Co. 
240 Griswold St., Warren, O. 


Picks Mattocks Sledges Hammers 
Bars Chisels Hoes 
Wedges Tongs 


uikwer 


FORGED TOOLS 





iia pean 
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Every Gillette Window 
a Christmas Window! 


Add These Cards 


. wi ye 


eee Original 
= Sogn Colorful 
Sales — 


Suggestive 


Gillette 





Attractive Counter Display 


included but not shown 


If you want a complete New 
Improved window check 
this item below 


Gillette Safety Razor Co. 
U.S. A. 


H.A. 


Boston 


GILLETTE SAFETY RAZOR CO. 
Advertising Dept. Boston, U. S. A. 


Send me the Christmas Window Cards and the Counter 
Display. If you also want the New Improved Display, 
check here [| |} 


Name 
Street Pe eT ee ee 


City | _ State 



















New 
Stainless 
Utility 


Carver 
No. 45 


814”  full- 
tang blade, 
high polish; 

handsome co- 
cobolo handle. 


Individual boxes 
in half-dozen car- 
ton. 


= Ground Sharp! 
%)\, Stays Sharp! 


(Order from Wholesaler.) 


Geneva Cutlery Corporation 
Geneva, N. Y. 


“Honest Workmanship on Fine Steel” 




















TS. > 


EVERY HOME 
Sells on Sight 


FINE QUALITY AND FINISH 
MADE /N POPULAR $/ZES 
and the 


O l ° tt 


A CARDED ASSORTMENT OF Oval” 
SHEARS. 4 STANOARO NUMBER 


No. [?7! 


. ACME SHEAR CO. 


Bridgeport, Conn. 
|, ca Man 
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Easily Made Display Stand for | | 


| 


Kitchen Utility Knives 


ERE is a simple, effective display 


stand for kitchen utility knives 
which would be equally as efficient if 
used for the display of pocket knives. 
The stand itself consists of a three- 


foot length of 2 by 2 soft wood fastened | } 
to a round or square base, which may | | 


be weighted with lead or iron to pre- 
vent tipping. The blades of the 
knives are thrust into the four sides 
of the upright in any fashion which 
may appeal to you. The stand with 
pocket, kitchen or other similar types 
of knives may be used in window dis- 
plays on counters and if made a little 
higher for floor displays. 

There is a very definite display ap- 





peal to knives stuck into an upright 
stand. This one is easily constructed 
and will enable you to display a good 
variety of knives in a small space. 
The design may be changed to suit 
your space or whims. A round piece 
of wood could be used. Many dealers 
make up cork ball stands. The balls 
are fastened to steel rods and have 
the knives sticking out at all angles. 

This particular stand is used by a 
western hardware dealer. He places it 
in the windows, or on the counters of 
his cutlery department. 











Suggested Retail Stock 
On Strops and Brushes 


} Proper selection of stock is im- 
| portant in any department. For 
| your guidance in obtaining a va- 
riety of salable razor strops and 
shaving brushes John Cassin of- 
fers the following outline of pat- 
terns with retail price: 


} Strops— 


retail for $1.00 
retail for $1.25 
retail for $1.50 each. 
retail for $2.00 each. 
retail for $2.50 each. 
retail for $3.50 each. 


each. 
each. 


to 
to 
to 
to 


— ett RO = 0 


to 


Brushes— 


retail for $0.50 
retail for $1.00 
retail for $1.50 
retail for $2.00 
retail for $2.50 
retail for $3.50 





each. 
each. 
each. 
each. 
each, 
each. 


to 
to 
to 
to 
to 
to 
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Triple Cutlery Sales Volume 
Putting Display Up Front 


ty DDIE DENECKE, the sales man- 
4 ager for James & Hawkins, Inc., 
Jamaica, N. Y., realized that his table 
cutlery sales volume could be increased. 
He put a showcase containing a full 
assortment of stainless steel, bone han- 
dled table cutlery just inside the door 
in such a position that each person en- 
tering necessarily noticed the cutlery 
case. In four months the sales from 








that case were tripled, and, as Eddie | 
four rows of knives offer the prospect 
a well assorted variety to work on. 


says, you know how attractive cutlery 
margins are. 








Wall Display Panel Provides 
Ample Space for Variety 


ONES HARDWARE CO. of New 
York City, has a most interesting 
and useful cutlery display in the form 
of the conventional type of wall panel. 
Practically every department of this 
store has display representation among 





the many door panels along the side 
walls. Cutlery received its attention, 
as shown in the illustration. Two rows 
of shears, two rows of scissors and 


Burns Offers Double Edge Paring Knife 


The Burns Manufacturing Co., Syracuse, N. Y., is now offering to the trade 


the Burns Double Edge Paring Knife, as illustrated. 





The blade is made of 
stainless steel and the 
knife is furnished with 
a Cocobolo handle. It 
is six and. one-half 
inches in length, with 
a three-inch blade. 


One edge is serrated for slicing operations and grooved to fit the finger while 
paring. The other edge is keen and smooth for paring. 
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Fountain Pens, Pencils and Manicure Sets Are 
Featured with Cutlery by Boston Store 
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Haymarket Hardware Co., Boston, Mass., Is Justly 
Proud of this cutlery department in the front of 
the store. Note the many specialties 


you take on incidental specialties such as foun- 
tain pens, pencils, clocks, toilet sets, bathroom 
scales and mirrors. Moe Cohen has done this in Boston, 
Mass., and everybody knows that Haymarket Hardware 
Co. has a real cutlery department. The picture gives 
you a glimpse of this part of the store. The specialties 
mentioned are all a regular all year feature of the 
cutlery department. These items may not be strictly 
cutlery but they fit in appropriately for that part of 
the store and present an unusually fine looking depart- 
ment. 

Many customers call this department the gifts section 
of Haymarket Hardware Co.’s store. This is a happy 
thought, as there is always a gift market or bridge 
party prize market for items such as Moe Cohen carries. 
He intends to widen the scope of the department con- 
sistent with its progress. 


(J sos tak departments should and do grow when 





Shaving Requisites Help Leach Sell Razor 
Blades—Turns Cutlery Stock Four Times 


R. L. Leach Hardware Co., Bedford, Ohio. You 

will find scissors, pocket knives, kitchen knives, 
spatulas and special purpose cutlery attractively 
grouped in one conventional size and type show 
case, up front, Safety razors, blades and straight 
razors are kept in a small glass counter case, which 
also provides space for a light stock of shaving creams 
and soaps, after shaving powder and such sundries. 
Strops are hung from a wire rack above the cutlery 
case, and hones are displayed with blade sharpening 
devices on a near-by wall case panel. 

The cutlery case alone does about $1,000 worth of 
the business each year. The complete cutlery stock 
enjoys a four time turnover and is displayed in one 
of the windows four times during the year, once dur- 
ing each of the four seasons. As is his practice with 
all window displays, R. L. Leach features cutlery in 
his newspaper advertisement during the cutlery win- 
dow display week. 

Each item in the cutlery department is numbered 
and priced visibly. The small white cards you see 
in the picture bear this information and also bear 
another number, which tells the clerk where to find 
the stock in the series of drawers hidden underneath 
the raised display panels in the show case. A tag 
underneath a pocket knife, reading “No. xb8, Price 
$1.25, Stock J 23,” would mean that pocket knife style 
xb8 sells at $1.25 and may be found in compartment 23 
of drawer J. This practice simplifies the selling, stock- 
ing and inventory on cutlery, and is followed pretty 
much in other departments of the store. 

Razor blades of all makes are sold at full list price 
in the Leach cutlery department. The small stock of 
shaving soaps and powders enables this store to give 
the man who shaves himself a complete shaving ser- 
vice, and enables Leach to keep them coming back for 
blades, because they know that one stop will be enough 
for all shaving needs. 


Crit has a prominent location in the store of 


Mr. Leach says that dealers who are not getting a 
full share of the safety razor blade business are in- 
clined to complain of cut-price stores, but he finds that 
the small investment in the other shaving requisites 
solves the problem on blades, and believes that with 
these other necessities the hardware dealer can hold 
his own on blades, and Leach is selling plenty of blades 
—at a profit. 





Scissors, shears, pocket knives and other cutlery 
items stand up prominently in the store of 
R. L. Leach at Bedford, Ohio. 


Reading matter continued on page 84 
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CHRADE c)AFETY 


Push Button Knife 


No Breakt 
huge nals 





<.._Safet 
pated 


Sure to sell on sight. 

Absolutely safe in pocket and in use 
or convenience you can’t beat it 

Easily operated with one hand. 

The PT tis ae iitet Mile d «Mitel Mslehacel se 

Y ou can't afford 1o be without it. 


‘TRADE EVERLASTINGLY SHARP MARK 
Schrade Cutlery Co, 


Manufacturers of Superior Pocket Knives 
Factories: Walden, N. Y.. Middletown, N. Y. 
Main Office: Walden, N. Y. 

ORDER THROUGH YOUR JOBBER OR DIRECT 



















“Bread Is The 
Staff Of Life” 


Probably no kitchen tool is used 
more frequently than a Bread Knife. 
How important that you sell good 
ones. The line of 


“ANCHOR” 


Brand Cutlery 


comprises ten different styles of FP —_ 
Bread Knives, of which two are | 
made of Stainless Steel. These 
knives, due to their wonderful steel 
blades, make the cutting of bread a 
real pleasure. 
They are highly profitable for deal- 
ers who sell them. Your Jobber 
will supply you. . ' 
Cs Pony 
Gtalf| buy 


LAMSON & in| 
GOODNOW MEG. CO. 


Shelburne Falls, Mass., U. S. A. 
New York Office—36 Warren St. 















Gta 





Boston, 7 Water St. Chicago, 1732 Republic Bldg. 
St. Louis, Victoria Bldg. San Francisco, Wells Fargo Bldg. 





Shoe Sloyd 
cahen SNE ee CO 


eathotbets : Satlelelse 
Paper- 7 Sy/A' Mlacueer 


hangers 


ariaichmirtas 


Send for Catalogue makers 
ROBERT MURPHY’S SONS CO. 
Ayer Established 1850 Mass. 











Get an “‘Edge’”’ on Sales! 


Dealers are doing it with the Dazey 
“Sharpit.” It puts a keen edge on any- 
thing—knives, scissors, sickles, tools. A 
quick and ready seller—and a profit 


DAZEY CHURN & 
MFG. CO 


4301 Warne Ave. 
St. Louis, Mo. 












There’s a Mine 


of Information 


vitally-important facts, live mer- 
chandising ideas and sales-produc 
ing methods in HARDWARE AGE 
each week. Make it a habit to read 
your business paper regularly and 
thoroughly. 











everotain 


(Made under license of American Stainless Steel Co.) 


Grape-Fruit Knife 
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No. W8067—Milled, Double Edge Grape Fruit Knife. 

31%” Stainless Steel Blades, sharp milled edges. One- 

piece, shaped Cocobolo Handles. Brass Rivets and Burrs. 
Packed % doz. in attractive, easel-back display box. 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 
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Unusual Window Displays Help Western Firm 
Turn Cutlery Stock Four Times Each Year 


Emigh-Winchell Hardware Co., Sacramento, California, Finds Proper 
Color Scheme and Stock Arrangement in Window Displays 
Governs Success of Special Cutlery Selling Campaigns 


play of cutlery, arranged for the Emigh-Winchell 

Hardware Co., Sacramento, Cal., by George F. 
Hauber, shows a sample of nearly everything in the 
way of cutlery that this company carries in stock. The 
Winchester Co. awarded three different prizes for this 
display. 

The color scheme of the window was green, the green 
of grass and leaves, a color infrequently used by win- 
dow trimmers. The floor of the window was covered 
with green cloth, the drapery in the rear of the dis- 
play was the same, and the panels in the background 
were likewise green. Needless to say, the optical effect 
was arresting. It was pleasing to the eye, it was 
slightly out of the ordinary in a hardware store, and 
it was especially effective as a background and a set- 
ting for the display of knives, scissors, shears, razors, 
earving sets and kitchen tools. 

As mentioned above, a sample of practically every- 
thing which the store stocks in its cutlery department 
was displayed in the window. This is worth observ- 
ing. Despite the number and the variety of items 
shown, the window was not crowded. Pedestrians on 
the street could easily distinguish individual items. 
There was nothing confusing about the arrangement 
of the samples. The predominant thing about the dis- 
play, the thing which stood out more clearly and 
prominently than even the color effect was the mer- 
chandise, the cutlery. That was what the store man- 
agement wanted to emphasize and to sell. And it was 


4 YHE accompanying photograph of a window dis- 


successful in both instances, remarkably successful, 
during the week that the display was shown to the 
people of Sacramento. 

The management of the Emigh-Winchell Hardware 
Co. has had a number of years successful experience 
in merchandising. It has sold cutlery to advantage for 
many years. It has held a number of profitable special 
sales on cutlery. And it has come to the conclusion 
that the secret of a successful cutlery sale is in the 
method of display. 

During a cutlery sale particular attention is also 
given to the interior of the store. The interior dis- 
plays are equally direct and compelling. When a cut- 
lery sale is held, the most prominent display in the 
store is cutlery. Everything possible is done to focus 
attention on it. The stock is burnished until it glows. 
The salesforce is instructed to direct attention to it. 
Display cards in different parts of the store adver- 
tise it. And it is featured in the company’s newspaper 
advertising, and in its own store paper, which is pub- 
lished monthly. 

The Emigh-Winchell Hardware Co. turns its cutlery 
stock, on an average, about four times a year. Occa- 
sional special sales, supported by distinguished window 
displays and prominent advertisements in the local 
newspapers, which in turn are coordinated by a sales- 
force, instructed in the qualities of the goods on sale, 
make it possible for this firm to realize a substantial 
profit in cutlery, which it regards as an all-year line of 
hardware merchandise. z 
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More Trade Opinions on ‘ ae 
, ‘Red Ink Or Black 4 : " annie tones “ 


(Continued from page 43) 





chandise, and charging a reasonable profit (and collect- 
ing it) seems to us would improve the situation 
mightily, if we could but arouse some of the offenders 
from the “business coma” into which they have fell. 
As you say, let them “think it over.” Let’s hope your 
editorial will help some. 
(Signed) O. L. BURGER, President, 
The Kruse Hardware Co., 
Cincinnati, Ohio. 








Its Statements Heartily Indorsed The bobbed hair fad is at its peak 
—take advantage of it. 
EPLYING to your request of the 6th, we have , ; . 
read the editorial “Red Ink or Black?” and heart- Priest's Tiger and Shaver are ideal 
ily indorse its statements and suggestions. for keeping the cropped hair short. 
We hope that every hardware man will read it and The daintiness and light weight of 
will have “the courage of his convictions.” these clippers always attract women 
It has been stated that the hardware men are giving customers. : 
too much service—more than the public is willing to Remember Priest quality and 
pay for—hence, their strife. What they are doing about service are back of every clipper 
it seems to be reflected in the reports of the increased 
profits of catalog houses, the 5 and 10 and 25c. to $1 AMERICAN SHEARER MFG. CO. 
stores, which is about the only class that is definitely NASHUA, N. H. 





and repeatedly increasing its business and profits. 

The hardware man is serving the public; if the pub- 
lic does not wish for service, what is the hardware re- 
tailer to do? 

It seems to us these are the essential facts in the 
matter. 


- ea ( 
re X, 


‘ 





(Signed) D. F. BARBER, President, 


Chandler & Barber Co. And No One would Tell him! 


Angus Wirple was a failure in business 
and social life—and no one would tell 
him why! 


Then it dawned on him—he had finger 
nails like a truck-driver! Today he is 
president of a billion-dollar corporation, 


Too Much Needless Price Cutting emeacgs ppangetng: ge og o 


pocket manicure. 





The Gem Nail Clipper 
trims, cleans and files the 
nails, fits the pocket? and 
can be used quickly and 
easily anywhere. Gem Jr. 
belongs on your watch 
chain, or key ring. Sold 
by your drug or cutlery 
store, or postpaid from 


The H. C. Cook Co. 
3 Beaver St., Ansonia, Conn. 


LL you say in your editorial, “Red Ink or Black,” 

is obviously true enough, maybe too true. The 
continued narrowing of profits ought to give the hard- 
ware men cause for thought. 

The thing that occurs often to me in connection with 
getting a fair profit is that there is too much needless 
price cutting. Manufacturers bring out new lines or 
add new members to an established family of products 
and what happens? Does the trade welcome the oppor- 
tunity to sell something new at a nice profit? Ap- 
parently not, for immediately the price on the new item 
is dropped below a profit-paying level and this is done 














Gem Jr., 35¢ Gem, 50c¢ 











. . ‘6 99 
in many instances by men who do not regard them- —and now th uage 
selves as — cutters, but who perhaps, fail to realize The above ad appeared in the issue of November 20th—Others 
how much profit they need to be getting. like it will follow each month. While people are laughing, of 
iad th Gems. st display a dozen or two in your store and watc 
If every hardware man were to mark a living profit wes seg js naa Aare complete without the only nation- 
on just the new items as he adds them, the changes aoe Gem Jr. One 
and additions in a period of five years would bring his Seid by Leatttde jobbers 
profits up to a very appreciably higher level with no The H. C. Cook Co., Ansonia, Conn., U. S, A. 


necessity for any law violating agreement with other 
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If they need them, they'll buy them 


Someone once said: ‘‘You can lead a horse to 
water, but you can’t make him drink.” 


That depends, upon the thirst of: the horse and 
the quality of the water. If the water looks 
tempting and tastes good it will enhante his ~ 
thirst. 


It’s much the same with mechanics. You can 
lead a mechanic to a window display of pipe tools 
and whether: he buys or not, depends upon his 
need of such tools and the -quality they possess. 


GENUINE ARMSTRONG PIPE TOOLS al- 
ways look good, and their satisfactory perform- 
ance for the past sixty years leaves no doubt of 
their quality. 

If you, display them and mechanics need them, 


they'll buy them. Our advertising tells them: 
“To buy from YOU instead of US.” 


We protect the Jobber, so please order from him. 


the ARMSTRONG MFG. CO. 


Our Only Addresses 
Main Office and Factory 
BRIDGEPORT, CONN. 












ARMCL RONG’ 


STOCKS , DIES , WATER,GAS ““° STEAM 
TOOLS AND THREADING MACHINES 











HARDWARE AGE 











December 2, 1926 


dealers, Perhaps manufacturers and jobbers and their 
traveling salesmen could do some missionary work along 
this line that would be productive of good results. 

You certainly have done well to open up the subject 
and to set the trade thinking and talking about it. 


(Signed) FRANK FARRINGTON, 
Delhi, N. Y. 





For Editorial One Hundred Per Cent 


AVE just returned from Boston and have read 

your editorial, “Red Ink or Black.” You can just 
bet I favor it one hundred per cent, as you certainly 
know how I stand. 

I am for profit and protection and more merchandise 
for my old distributors and not so many new ones. 

The great trouble is, there are too many factories 
hungry for business that imitate every new item that 
comes up which seems to have a reasonable sale, doing 
so, at cut prices which naturally will not improve 
matters. 

(Signed) GEOGRE WALTER DAVIS, 
Manufacturers’ Representative, 
New York City. 





Secretary Jim Carson Writes 


HE editorial “Red Ink or Black,” reads very 
well, but you do not say just how this improved 


condition is to be brought about and this I think is 
_ very vital to the editorial. 


We all know that what Llew says is true, but as 


| long as manufacturers are competing with jobbers and 


jobbers are selling to consumers at jobbing prices, the 
retailer is not going to have much opportunity to talk 
in terms of profit because he is not going to watch 
some one just walk off with his business. 

Now if Llew had said that production must be cut 
down to a place that would more nearly balance the 
demand, we would be looking forward to a time when, 
what everyone interested in the business knows will 
come to pass, a time when people are:asking for goods 
and they will be sold on a different basis. 

He closes with a “Think it Over,” and it may be this 
final shot will start someone with brains enough to 
bring all the different parts of distribution together, 
so that something will come out of the article. 

(Signed) JAMES B. CARSON, 
Secretary, Ohio Hardware Association, 
Dayton, Ohio. 





Hardware Mayor With Us 


N regard to your editorial, “Red Ink or Black,” 

will say that I am certainly in sympathy with it. 

I hope you will find it possible to bring it to the 
attention of all of our hardware merchants. 


(Signed) ARTHUR E. MOREAU, 
The Hardware Mayor of Manchester, N. H. 
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Stanley Works Makes Interesting Test 




















r@NO securely fasten the head of a hammer to the 
| handle is one of the most difficult problems faced 
by the hammer manufacturers. The engineering corps 
of Stanley Works, New Britain, Conn., found that when 
all moisture is driven out of the wood handle and re- 
-placed by a solution that permanently closes the pores 
of the wood preventing further moisture, swelling or 
shrinking; the eye of the hammer tapered and cor- 
rugated; and the handle closely fitted, forcibly driven 
in and securely wedged it required a pull in excess of 
6000 Ib. on a testing machine to move the hammer head 
on the handle. 


A Cadillac Sedan is a familiar unit to every one. 
Its bulk approximate weight and appearance are easily 
visualized. Through the courtesy of the Lash Motor Co., 
New Britain, Conn., Stanley Works was able to make 
the graphic test pictured. A Cadillac car is suspended 
two feet above the ground, depending upon a Stanley 
hammer head to bear the strain of 4600 lb. dead weight. 
As shown in the illustration, the all steel automobile 
was placed on a cradle. Ropes were slung over each 
corner of the uprights and carried through iron rings 
suspended from the claws and neck of the Stanley claw 
hammer. The handle of the hammer was clamped to 
the cable of the crane. The signal to lift was given, 
the ropes tightened and gradually the hammer picked 
the car from the ground and raised it two feet into the 
air. The Cadillac car weighed 4600 lb., and the cradle 
and rigging 600 lb. making the dead weight of 5200 lb. 
suspended from the head of the nail hammer without 
the slightest move of the head on the handle. 
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finial Seventy 
Steel Spindle Dampers 


for 
COMPLETE 
CUSTOMER 
SATISFACTION! 








ANY outstanding features mark the improved 

type of Arcade Dampers. They are features 
that will find a prompt response in sales. These 
dampers embody the same excellent material and 
workmanship that has always marked the Arcade 
line. Furnished with open and covered springs. 
Blade sizes range from 3 to 12 inches, inclusive. 





Arcade Damper—Open Spring 


Examine these Arcade Damper features: 

—handle electrically welded to spindle. 

—patented reversible feature. 

—steel spindle, heavily japanned and ground to a 
sharp diamond point. 

—nickel plated coil handle and strong blade with sand 
blasted finish. This insures a smooth surface free 
from grime. 





Arcade oe Spring 
Write us for catalog. Ask your jobber for prices. 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 
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‘Letters’ 


(Continued from page 46) 


shall be delighted to receive a copy of any article that 
you write with regard to the Maritime Provinces. I have 
no doubt that you will handle the subject in a wise, broad 
and fair-minded manner. 

When you come here, I shall certainly expect you to 
call—summer or winter—but would especially like to have 
you here about the first half of June so that I might have 
the privilege of showing you a little of the most beautiful 
country in the world around which I have fished for the 
past twenty-five years. There is an extraordinary purity 
in the natural beauties of this Province. I believe that it 
is this ineffable impression of purity that constitutes the 
very soul of their peculiar charm. 

It has always been a very consistent dream of my heart 
that the last few years of my life might be spent around 
some quiet and beautiful spot in a simple and quiet way 
with simple people. However, there is still much work to 
be done. 

Again thanking you for your kind letter and with sin- 
cere regard, Yours faithfully, 

xX 


I look forward to the pleasure of meeting this gentle- 
man next June. I intend to spend that entire month 
traveling in these Eastern Canadian Provinces. 


* * * 


Here’s another very interesting letter from a Canadian 
“Commissioner.” I understand this is the same office 






“It Paid for Itself in 30 Days” 


Said a Dealer Who Cut Only 10 Keys Per Day 


Suppose you install a Segal Rectifying Hey Cutter and cut 
only ten Keys per day. 


profit. 
month more than its original cost. 

We have figured on a basis of only ten keys per day. Many dealers 
using our machine cut anywhere from 50 to 250 keys daily. It cuts 
all kinds of flat and cylinder keys. 


as our President of a Board of Trade. This letter is 


well worth reading: 


My Dear Sir: 

One of our leading local hardware houses kindly drew 
my attention to a most interesting article from your pen 
in a recent issue of the HARDWARE AGE. In this article 
you dealt with the manifold attractions of our sister Prov- 
ince, Nova Scotia, and predicted that, perhaps, ere very 
long, it would be conscious of a marked influx of good 
Americans and a consequent appreciation in the present 
low values of real estate. 

Such predictions coming from you are of peculiar en- 
couragement to the people of these Maritime Provinces. 
However, might we respectfully remind you that there are 
three such provinces, i. e., Prince Edward Island, Nova 
Scotia and New Brunswick, all of which are similarly beau- 
tiful and similarly placed climatically. 

If you have never visited the Maritimes, we should be 
very glad indeed to welcome you. We believe that a little 
holiday here during the genial season of the year—which is 
long and wonderful—would mean for you an experience 
delightful in the most unforgettable sense. I also believe 
that the experience would furnish you with a great deal of 
most interesting material for many articles that the public 
would read with exceptional interest. 

Per same mail, I am sending you a copy of the recent 
submission of this Board to the Royal Commission on 
Maritime Claims which finished its work at Ottawa a few 
days ago. Along with this, I am sending a Little History 





Figure Your Profit. 


se ose epekbaenedvanen ieee $2.50° 
ee Do ns sc cveneusasunéeeedeceeeeses .60 
EET Se PE Mee FA TED) $1.90 
i te Ol pe es 5 ei ae $57.00 
Cost of No. 800 Key Cutter, $46.25 less 2% for prompt pay- 
DT ditch nld tet ath tedetdatadbehekernedematenan ts pana 45.33 
a i a ae tink dale $11.67 
You now own the machine. It has paid for itself in 30 days plus a 


On the basis of cutting ten keys a day it will earn each 


Send for our booklet. 








Operated by Hand or Power 


Our Key Cutter is fully up to the standard of our 
famous 
JIMMY- 
PROOF 
endorsed by Burglary Insurance Companies every- 
where. 


SEGAL LOCK No. 666 


Protects millions. Never been Jimmied. 


Me 
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of Confederation written by one of our directors who is an 
admitted authority on the subject. 

My object in sending the above is so that you may grasp 
something of the economic disabilities under which the 
Maritime Provinces have labored for half a century. Be- 
yond question, the presence of such disabilities is respon- 
sible for the fact that the Maritimes seem to be so little 
known beyond their own narrow boundaries. 

Our population is small; and of recent years there has 
been a tremendous exodus of our rural community, chiefly 
to the larger industrial centers of the adjacent United 
States. Our governments have been financially unable to 
do many things that might have modified this exodus, one 
of such being a reasonable indulgence in suitable publicity. 
In fine, we have felt as though we had been jettisoned in 
the veritable back-wash of Confederation and were a por- 
tion of the Dominion merely in name and not in actuality. 
Nevertheless, our provinces are very rich in natural re- 
sources such as lumber, minerals, fisheries, etc.; while agri- 
culturally we formerly were a wonderfully productive sec- 
tion of the Dominion; but of late years there has been 
noticeable agricultural decadence. As a matter of fact, 
the two provinces of New Brunswick and Nova Scotia last 
year imported for their own consumption about twelve mil- 
lion dollars’ worth of agricultural products from other por- 
tions of this Dominion. There is absolutely no. necessity 
for such a circumstance and we are doing what we can 
toward the remedy. 

What these Provinces need most is a strong influx of 
new blood and new money. For such, there are unquestion- 
ably great openings which we, ourselves, are financially 
unable to develop. 

When one remembers that these Maritimes are the oldest 
section of this young country, and that on every hand we 
are surrounded by historic associations of the most roman- 
tic and interesting character, it is hard to understand why 
we should, somehow or other, have slipped away from 
notice and been so generally ignored. 
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However, after striving for years, we finally induced the 
Dominion Government to appoint a Royal Commission, 
headed by a British jurist, to inquire into Maritime claims. 
The commission, of which the writer was a member, has 
just finished its work, its report having been handed in to 
the Dominion Government on 24th ult. We are very hope- 
ful that the result of the report will be to draw the atten- 
tion of our fellow countrymen throughout this great Do- 
minion to the very serious and manifestly unfair handicaps 
under which this, the oldest section of Canada, has labored 
so long and so patiently. All we ask is an opportunity to 
participate in the general progress and prosperity of a 
Confederation in which we are partners. 

As you are probably aware, it is in this—the oldest sec- 
tion of Canada—that Canadian culture achieves its highest. 
Our three Provinces have given to Canada, the United 
States and, indeed, to the world, a remarkable number of 
wonderful men, one of them being a recent British Premier, 
the Right Hon. Bonar Law. We seriously doubt if any 
other section of the British Empire has produced a greater 
number of abler or more useful men during the past half 
century. Unfortunately, however, owing to our economic 
conditions, there has been a lack of local scope for our own 
big men, and they have gone elsewhere. The New Eng- 
land States are full of Maritimers who are the product of 
our splendid educational system, and who, in almost every 
case, are making good. 

As already indicated, we have no capital here to develop 
our own resources. Such capital must come from outside; 
and we are looking hopefully to our more affluent good 
friends south of the invisible boundary. Already, they have 
invested largely and profitably in our pulp and paper in- 
dustries; but there is ample scope for similarly profitable 
investment in quite a number of other lines now largely 
lying fallow. 

At any rate, we are most grateful for your kindly, help- 
ful article, and we do hope that next summer you will pay 
us a visit so that we may show you a little of what we have 


Durability 


RINGCO Bathroom Fixtures 


When you're in doubt as to the nature of your next window display put in 


a display of RINGceé Bathroom Fixtures. 


Their glittering beauty will attract 


the women that pass because every housewife’s ambition is to have a well 


appointed bathroom. 


rncco Fixtures appeal to the senses of beauty and thrift which are strong 


in every woman. 


Let us send you a copy of the RING Catalog. 





AMERICAN RING COMPANY, Waterbury, Conn., U. S. A. 


New York, 2 Hudson St. 





BRANCH OFFICES: 


San Francisco, 116 New Montgomery St 


Chicago, No. 29 E. Madison St. © 
Boston, No. 170 Summer St. 
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prevent 
upsetting. 
Angle and 
straight nozzle in one piece—never one or 
the other missing. Detachable container for 
refilling and cleaning. Complete and prac- 
tical in every detail. For use with all 
spraying solutions. 


The Standard 
of 


Perfection 


—BROWN’S— 


















No. 1 has seamless brass 
pump and an all brass 
ball check valve. 
Equipped with a two 
foot extension rod 
for reaching down 
under low plants or 
up on tall plants and 
vines. This feature 
immediately appeals 
to purchasers. Tank 
of brass, or galva- 
nized steel; lock 
seamed, closely 
riveted and _ sol- 
» dered—triple pro- 

tection insuring 

safety and dura- 

bility. Clog-proof 
Preferred by users everywhere. 


\ 





Auto-Spray No. 1 





Sprays Continuously 


It Sprays Continuously 


— SO ee EO 








* Lal ° 
ANG PATENTS PELROING 






Our line is complete— 


A sprayer for every purpose 
THE FE. C.BRown’ Company 


SPRAYERS 4~noc SPRAY PUMPS 
869 MAPLE STREET, ROCHESTER, N. Y. 
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here, and, indeed, of all these things which seem to make 
life in the Maritimes so well worth living. In winter your 
people hie southward so as to escape the cold: Why not let 
them similarly hie northward to escape the frightful sum- 
mer heat characteristic of so many of your great centers? 
It is never too hot here. Our summer climate is literally 
ideal; and our scenery is, to my mind, and speaking as 
one who has traveled very extensively over this world, ab- 
solutely unsurpassed. Further, if you fish and shoot, there 
is certainly no place on the Continent where you can have 
a better time. Yours faithfully, 


XXX. 


” ca * 


A Southern hardware man with a national reputation 
writes as follows: 


I have never told you, but you have no one who enjoys 
reading your weekly articles in the HARDWARE AGE more 
than I, and especially those which you have recently writ- 
ten with regard to Canada. 

Such places as Quebec, Murray Bay, Tadersac, Chicou- 
timi, The Saguenay, and Capes Trinity and Eternity, recall 
many happy days which I have spent in that country. 

I infer from the way you write, that you have never as 
yet taken in Nova Scotia. If not, you have much to an- 
ticipate. 

Sailing from Boston, and landing at Yarmouth, you can 
take the Flying Blue Nose for Halifax. I shall never for- 
get the conductor of the Pullman. In one uniform col- 
lected the tickets, he then changed his clothes and brought 
the menu from which to select lunch. He then made an- 
other change and went into the kitchen. Among other 
things that I had ordered were a couple of boiled eggs. 
He soon came back and said, “My friend, if I were you, 
I don’t think I would take those eggs.” I told him that if 
he felt that way about it, I would not take them! 

During my conversation with him, he told me that he 
had at one time had a woman give birth to a child during 
one of his trips, and that ever since that time he had al- 
ways had himself prepared so that should such an occa- 
sion arise in the future he would be prepared. His motto 
must have been, “semper paratus.” He was one of the 
most all around men that I have ever met. 

En route to Halifax, you go through Annapolis, Digby, 
the quaint English town of Kentville, and across the Avon 
River, where during one part of that day the vessels are 
floating on the water, and then, a few hours later, are all 
settled in the mud. 

For one who can travel as leisurely as you are able to, 
doubtless an automobile would be more pleasant. You can 
go through the beautiful Annapolis Valley, filled with fine 
orchards, protected from the winds of the Bay of Fundy, 
by the North Mountain, which extends from Digby Gut on 
the south to Cape Blomedon on the north. Then on this 
trip you will pass by the village of Grand Pré, and recall 
the lines of Longfellow, in which he says: 

“In the Acadian land, on the shores of the Basin of Minas, 
Distant, secluded, still, the little village of Grand Pré 
Lay in the fruitful valley.” 

You will enjoy Halifax, as it is a little English city, and 
if you spend Sunday there you must not fail to attend 
services at the Garrison Chapel. 

However, when you have finished your sightseeing in 
Nova Scotia, don’t fail to visit Cape Breton Island, for 
the best is yet to come, for your trip will take you through 
the Bras d’Or Lakes to Sydney. This was, as you wrote, 
the Summer home of Alexander Graham Bell, and the scene 
of Charles Dudley Warner’s book, “Baddeck and That Sort 
of Thing,” and along Why-Ko-Ko-magh Bay, the place of 
the Summer encampment of the Micmac Indians. Truly, 
this is the land where you will find a miniature Scotland 
on this side of the Atlantic. 

I could not refrain from writing you a few of the im- 
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pressions and memories which I have of that beautiful 
country. Sincerely your friend, 
XXX. 


In a future article I will publish a most interesting 
letter about taxes, the value of real estate and the 
prices of labor and food supplies in Nova Scotia. A 
comparison of these prices with what we are paying 
here in the United States will make some of us feel like 
moving, bag and baggage, on the next train, to Nova 
Scotia. This beautiful country at present may not be 
a good place in which to make money, but it must 
certainly be a remarkable country for a man living on 
his income to get his money’s worth! 





Golden-Rule Business 


HERE are some things which 
i naturally discount when 
ministers tell them. One of these is 
that the Golden Rule pays. And we 
are a lot more inclined to listen to 
the same observation when made by 
a man like Judge Elbert H. Gary, the 
veteran chairman of the United 


j ° SS q 
’ 


States Steel Corporation. 

At a recent dinner Judge Gary had this to say: “We 
all remember when the Golden Rule was subordinated 
in business to supposed pecuniary, if temporary, suc- 
cess of might and strength, when jealousy, discord and 
brutal antagonism prevailed, and all this to the ultimate 





loss to all who were engaged in the fight. But I do 
not hesitate to say, with the firm belief that I am ac- 
curate and truthful, that I have never entertained a 
doubt that, from every viewpoint, it would benefit every 
one of us to conduct our business on the basis of the 
Golden Rule. It should be rung in the ears of every 
business man that it pays largely to be decent toward 
all others, including competitors, employees, customers, 
stockholders and the general public. The millenium has 
not arrived. We probably shall not see it in the near 
future. But conditions all over the world are improving. 
This makes for legitimate advancement, for prosperity 
and happiness.” 

This sounds strange when coming from the lips of a 
man who today stands at the head of an industry which, 
in its early days, certainly knew rough-shod tactics if 
any industry ever did. Judge Gary has had a long 
and intensive experience in business. He is an elderly 
man today and this advice which he now gives is cer- 
tainly founded upon experience and careful thought. 
The business world is bound to have more Judge Garys, 
furthering this same cause of the Golden Rule in busi- 
ness; and their business sermons are bound to bear 
fruit in the business world regardless of the ministers. 
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J UNIOR 


Double Acting Floor 

Check for Use Only on 

Light Interior Doors Up 
to 2 ft., 8 in. Wide 






TOP PIVOT 


~. GOTTED .ints SHOW POT Barete 

















































































— Auto- 

| matic 

7 Door 
Mh fl Holder 


When Opened at Right Angles 
Door Is Held There Automatically 


Rixson Junior has been developed for operating the 
double swing serving door to pantry or dining room in 
the moderate cost house. For light interior doors this 
device will give the same service as obtained with our 
larger floor checks extensively used by architects and 
builders in the best type of residence and apartment 
house work. 


It permits the door to swing in both directions, closing 
it gently, and brings it to rest at center without any 
nerve racking “Flip- Flap.” When opened at right 
angles the door is held there automatically until re- 
leased by a slight push. This obviates the necessity of 
a separate door holder. 

Our long experience in the floor check business and the 
thousands of Rixson Floor Checks in use is proof of 
the satisfactory service they give. Send for complete 
information, prices and discounts. 


The OSCAR C. RIXSON CO. 


4450 Carroll Ave. Chicago, Ill. 
New York Office: 101 Park Ave., N. Y. 











92 HARDWARE AGE December 2, 1926 


Making One Line Sell Another 





JAINTS and toys do not appear to be especially related but here i inst been : : 
| sneatienesiion dhaler. pecially related bu re is an instance where the two lines have combined in an 
The New Enterprise Hardware Company, Tampa, Florida, made this display featuring i ; . 
; z ’ , g its new line of Brushing Du th electr 
— — equipment “4 = — ae eee : Unfortunately for the effect of this display it was installed ne ow ‘Silene 
e Florida storm struc ampa. ith the gale blowi t about i 
the strain and the window was ruined. Se wens at Sheet eevemty 678) eae ger Sour Ge pine gia Soule Get cand 














oT 
GREASE Cups 
and Oi. Cups 


HE constant demand for oil and 

grease cups as repair and re- 
placement parts as well as for new 
work makes them an indispensable 
part of the stock of the up-to-date 
dealer. The Empress line of grease 
and oil cups is complete. It consists 
of over fifty types each in several 
sizes. Whatever the need, there is 
an Empress cup for it. 


Booklet No. L-103 gives full data on the 
complete line. Write for it. 


BOWEN PRODUCTS 
CORPORATION 


Main Office 
AUBURN, NEW YORK 


Branches 













REC U S PAT OFP 








a ae 220 Broadway 
N 


Si Ft Manufacturers of Empress 


- n ¢ Lubricating Devices 
ifferen since 1890 
types 
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Is this why collections are slow? 
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Few Farmers Know Their Production Costs, Says Expert 


6é NLY one per cent of the farmers of California 
(which is considered one of the most advanced 
States in the Union, agriculturally) know what their 
costs of production are, and only about two per cent 
know at the end of the year whether they have realized 
a profit or suffered a loss.” That statement was made 
recently by Professor L. W. Fluharty, specialist in 
agricultural service at the University of California. 

But that is not all. “Not more than five per cent 
of the farmers of the State,” he says, “keep accounts 
at all.”’ 

And yet it is said that the hardware man is one of 
the worst offenders in this respect. What State in 
the Union can’t show a large percentage of its hard- 
ware merchants who not only keep accounts, but who 
know to the decimal point just what it costs them to 
do business and exactly how much they have made 
during the year? No, the hardware dealer may be bad 
in many ways, but this is not one of them, that is, so 
far as the majority is concerned anyway. 

Last year the University of California agricultural 
extension division, started farm accounting work and 
had farmers in two counties enlisted in cost account- 
ing. This year 502 farmers in sixteen counties are 
keeping cost accounts, representing growers of such 
crops as grapes, cotton, oranges, peaches, apricots, 


Read this if you don’t believe it. Go on, read it. 


walnuts, pears, dairying and poultry, with over 10,000 
acres of land used. Even this increase, Professor 
Fluharty says, does not bring the percentage of agri- 
culturists using accounts higher than five per cent. 

“Most farmers,” he says, “keep their expenditures 
in their heads. Many keep expenditure and income ac- 
counts representing the year’s business, but not taking 
into account depreciation, life of buildings, and im- 
provements, interest on investment, etc. A few farm- 
ers are able to tell whether they have made money 
or lost it on a business basis during the year. Even 
a smaller number are able to tell how much their crops 
have cost to produce, and whether the price they re- 
ceive means an actual profit or loss, and to what ex- 
tent.” | 

The university agricultural extension service is 
pushing this instruction work as rapidly as possible. 
Farmers not only find out how to figure costs, but they 
also are given practical information on how to remedy 
losses, through the comparison with other farmers in 
the same line of agriculture, whose costs for a given 
operation are less, or whose profits are greater. 

WHY CAN’T THIS SAME KIND OF INSTRUC- 
TION BE CARRIED OUT IN MERCHANDISING? 

The National Retail Hardware Association does 
similar work for the hardware business. But there 





CORBIN 





Wood Screws 
Drive Screws 
Ceach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screw 
Machine Products 


Steve Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 
Steve and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 

S.A.E. Nats 

Jack Chain 

Plumber’s Chain 

Register Chain 

Safety Chain - 
Furnace Chain 
Ladder Chain 
Sash Chain 
Escutcheon Pins 
Speedometers 
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UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATIO 


The American Hardware Corp., Successor ‘ 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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Holiday Geells 


An increasing number of 


Anchor Brand Clothes Wringers 


are purchased each year during December by 
the large class of careful folks who 


“GIVE SOMETHING USEFUL!” 
Try a Christmas Display—It Pays 





LLL ALLL ttltLtttLtaLlLitttizas 


Lovell Manufacturing Co., Erie, Pa. 
Largest Manufacturers of Clothes Wringers in the World 
Warehouses and Sales Offices 


BOSTON CHICAGO NEW YORK 
52 Pearl St. 62 E. Lake St. 86 Warren St. 
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Makes You 


SOCKET WRENCH 
HEADQUARTERS 





With this carefully selected 
Walden- Worcester Assort- 
ment on your counter, your 
trade soon learns that you 
can supply any needed socket, 
handle or attachment. The 
Cabinet offers a convenient 
and attractive medium for 
the display of the stock. 

In a word, an investment 
of only $54 makes your store 
Socket Wrench “Headquar- 





ters.” 
No. 1100 Assortment of 113 Parts, 
including 75 CHROME NICKEL 
Steel Sockets for Hex and Square 
nuts; Speeders, Offsets, Tees, 
Ratchets, Connectors, Universal 
Joints, Extensions, etc. Graded in 


proportion to demand. All parts 
interchangeable. Net price, in- 
cluding all-steel cabinet, $54. 


Write us for name of the Walden- 
<HHNARAIIN 7 Worcester jobber and for Socket 
iit aKa Wrench Catalog No. 50. 
STEVENS WALDEN-WORCESTER, INC. 
Mfrs. of Walden-Worcester Wrenches 
and Stevens “‘Speed-Up” Toole 


Worcester, Mass. 








| STEVENS-WALDEN-WORCESTER 
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_is being shown opposing side in the clinches . 


December 2, 1926 


are a number of firms in different lines of business, 
which are always encroaching on the hardware trade 
and trying to attract customers away from the hard- 
ware dealer. Invariably they employ cut prices to do 
this. Why can’t merchants of this type receive in- 
formation about merchandising costs in the public 
schools? It would help a lot toward the stabilization 
of sound business in this country, and it might do away 
with a lot of vicious price cutting, etc. 





Helping “Big Boy”’ 


N the midst of the confusion at- 
| tendant upon the breaking up of 
the vast crowd which watched the 
Dempsey-Tunney fight the other 
night a sheaf of papers was lost by 
one of Dempsey’s seconds and found 
by a newspaper man who published 
it. It consisted of an instruction 
manual which explained, in the minutest detail, the 
many duties of the former “champ’s” helpers during 
the period when the latter was to defend his crown. 
Wherever Dempsey is referred to in it, he is called 
“Big Boy,” which, it may safely be assumed, is as near 
to a term of endearment as a cauliflowered member of 
the fistic gentry can ever be expected to get. 

Here are some of the instructions for between-the- 
rounds activities: “No excitement of any nature 
whether an unseen punch lands or an opposition rooter 
shouts in ears or at our B.B. . . . No wearing of heavy 
clothing by any assistant will be allowed which might 
render him incapable of working at double-quick notch 
and not allow him freedom of arms to speed 1000 per 
cent. during the minute rest . . . Eyes of one assistant 
will be kept upon opposing corner and the actions there. 
Another will keep eyes on referee to note if any favor 
. . Chief 





second should have B.B. ready for next round ten 


seconds ere the gong strikes so that B.B. may look 
keenly at foe to endeavor to discern next move of op- 
position both from physical as well as mental point, 
as B.B. being ready and eager to go, may take all heart 
from opposition. It makes cowards of us all to see 
a scowling headlight of a mad-rushing dynamo bearing 
down upon us, destruction bent and no corner of escape 


| in sight.” 


It should be interesting to merchants and employees, 


| who are waging a continuous business fight to note the 


minute foresight and psychology of this document which 


_ relates to a half-hour encounter. Where is there a busi- 


ness which, even through years of endeavor, has worked 
up its efficiency in line with what this fighter’s manual 
indicates? It is predicated upon the basis of an affection 


_ such as wages alone cannot buy. It assumes the sincere 


_and means to further that desire. 





desire to leave no stone unturned which may have the 


slightest bearing upon success and points out some ways 
Not even clothing 


must stand in the way of highest efficiency of movement. 
The boss must not only be groomed for the fight but 
must always be ready ahead of time so that he may 
benefit from whatever psychological advantage there 
may be in scowling at the enemy, etc. 
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Indian Trees Deer Hunter 


(Continued from page 49) 


hunting jackets—one thrown down at the foot of the 
cot, and the other thrown over the back of the camp 
chair at the left of the picture. 

The Hampton Hardware Co. does a large business in 
sporting goods of all kinds. Most of the members of 
the sales staff are enthusiastic hunters and fishers and 
as a consequence know the ins and outs of the business 
from both the side of the merchant and that of the 
sportsman. Advertising, window displays, displays in- 
side the store and a sales force that is on the job all 
of the time looking for opportunities with which to 
make sales, and also making these opportunities for 
themselves, are all contributary reasons why this firm 
does an annual business in sporting goods that runs into 
several thousand dollars. It turns its stock about five 
times a year. 





The Deadening Rhythm of the Week 


NE wonders whether, were it not for the rhythm 

of the week, with its hopeful start on Monday, 
its busyness by Wednesday, and its slowing down by 
Friday ... whether business men might not make 
more progress with their plans. 

Instead of a rhythm of progress, the weekly round 
is prone to degenerate into a rhythm of procrastina- 
tion, in the face of the generally admitted fact that, 
as James H. Rand, Jr., puts it, “in business you have 
only ten years to make a go of it.” 

Rhythm of the week: - Friday—‘“Too late to do any- 
thing this week on that new plan; we’ll take it up 
Monday.” . . . Monday—‘“So many things to straighten 
out—have to wait a day or two before tackling that 
new plan.” ... Wednesday—“Too busy today.” ... 
Friday—‘“Too late to get a good start this week; we'll 
take it up Monday.” 

And so on, week after week; the step becomes a mark- 
time march in the treadmill of the week. 

That is, unless one resolutely writes the letter or 
memo, puts in the telephone call, or calls the meeting 
that will put the plan in motion, even if it is five 
minutes to five on Friday night, or nine minutes after 
nine on Monday morning. 





Grows Fortune in Flower Pot 


NE reason many business men achieve such 
mediocre success is that they try to be successful 
in too broad a way. 

A florist by the name of Cooley died up in Pittsfield, 
Mass., a few months ago, leaving a fortune of $1,722,- 
100. The notable thing about his success was that he 
had fenced off a little corner of a big business; in- 
stead of raising everything, from “geraniums red to 
delphiniums blue,” he cofhcentrated on orchids. His 
reputation as an orchid grower came to be national. 
In ten years he took thirty-seven gold medals. Liter- 
ally, he grew himself a fortune with a single plant! 





The tail or “flukes” 
of a whale, danger- 
ous in combat, be- 
came the trophy of 
the chase. 





Quality is not a fluke with— 
mobil 


(Reg. U. 8. Patent Offve) 


WOOD SCREWS 
MACHINE SCREWS 
DRIVE SCREWS 
STOVE BOLTS 


Send for Samples 


CONTINENTAL 
WOOD SCREW CO. 
New Bedford, Mass., U. S. A. 








Two Good Sellers 
Why? 


Because your’ customers 
know the quality and have 
for years, and will pay the 
price. 


Are your men turning 
this trade away or are you 
willing to order if not in 
stock? 





We refer consumer 
inquiries to our dealers 
where they work with 
us—are you willing to 
do so? If so, let us 
know. 


Have you our cata- 
logues and_ discount 
sheets ? 





The L. & I. J. White Co., Inc. 
125 Columbia St. Buffalo, N. Y. 




















96 


New Kiddie Kar Stroller 
Has Numerous Features 


Among the outstanding features of 
the No. 1654 Kiddie Kar Stroller re- 
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/ Among the other features of this | 
blotorch the most outstanding include | 
a cap attached to a chain which covers | 


the gas outlet when the torch is not in 
use, a double spring clip that facili- 
tates assembly and adjustment, and a 


cently brought out by the H. C. White | filler plug in the pressure barrel, a 
Company, North Bennington, Vt., are | heavy cut thread screw machine prod- 


5-in. wheels in front, push or pull 

handle and snap-lock attachment. 
This new vehicle is finished 

in baked enamel and baked 

spar varnish and is equipped 

with rubber bumpers to pro- 

tect furniture. 
It is adjustable in height 

and safety features include 





rounded corners and smooth surfaces. 


| 


i 


uct, providing a large filling opening 
and located at the farthest point from 
the open flame. 

This new Selfblo Torch will be dis- 
tributed through hardware jobbing 
channels and comes packed six to an 
attractive three-color counter display, 
or one to an individual container. It 
is available in two sizes, designated by 
numbers, 24 and 23. 








Two-Wheel Hand Truck for 


Heavy Duty 


A hand truck, designed for heavy | 


service in warehouses and freight ter- 


'minals, 


has 


Anchor Post Iron Works, 


been announced by the | 
9 East | 


| Thirty-eighth Street, New York City. | 
' (see illustration below). | 


The construction prevents it from tip- | 


ping over. 


Another special feature of the new | 


Kiddie Kar Stroller is that it is con- 


vertible and can be used first as a baby | 
second as a push | 


walker and tender; 
or pull stroller; and third, as a genuine 
Kiddie Kar. Easy operation is as- 
sured as it is equipped with roller 
bearings throughout. 

The push or pull handle is furnished 
with a snap-lock attachment. The 
Kiddie Kar Stroller is finished in op- 
tional colors—red and blue. 


— 





Improved Lasher-Peerblow 


Alcohol Blotorch 


The Selfblo Automatic Alcohol Blo- 
torch, made by the Lasher-Peerblow 
Co., 231 Harrison Avenue, Boston, 


Mass., embodies a unique and practical 
improvement in blotorch construction 
of this type which consists of a wick 
holder assembled in the lamp barrel, 
facilitating replacement of the wick. 
A common fault, known as “boiling 
over,” it is claimed is eliminated by 
the patented wick holder, which is pro- 








vided with a vent and allows for the 
escape of the gaseous vapors that form 








| sistance 


A special feature of this truck is the 


angle cross straps, reinforced by two | 


vertical straps to afford maximum re- | 


to bending pressure. The 





| finish. 
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New Gold Medal Folding 
Chair Number 35 


To meet the demand for a suitable, 
good-looking folding chair adaptable to 
living and sun room use, the Gold 
Medal Camp Furniture Manufacturing 
Co., manufacturer of folding furniture, 
Racine, Wis., is marketing the Gold 
Medal Chair No. 35, finished in popular 
colors. 

Three colors are available, namely 
Chinese red, jade green and French 
blue in addition to the regular finish. 





The colored chairs are also shaded in 
black lacquer, giving them a duo-tone 
Canvas covers, which consti- 


tute the seat and back are made of a 








depression in the cross straps permits | 


the handling of loads of all sizes and 
shapes. 

The handles are smooth and well in- 
sulated as well as being properly 


curved to facilitate the handling of | 


loads. 
by extra size machine bolts and lock- 
nuts and replacements, if necessary, 
can be made within a short time and 
at minimum expense. 

The nose pieces of this truck are 


made of a special alloy steel, the axles 


are accurately turned and wheel bored. 
It can be equipped with solid rubber 


tread wheels and also with roller bear- 
ings. 


under certain conditions in the lamp | 


barrel. This improvement is covered 
by a patent which was issued to the 


' 


i 


The new truck has been designated 


as a warehouse and freight truck, type 


604-AS and it weighs approximately 


Lasher-Peerblow Co., on Oct. 26, 1926. | 117 pounds. 


Each member is securely joined | 





heavy duck, painted in a harmonious 
color pattern. 

This new chair has been designed 
to combine light weight, ease of fold- 
ing and compactness when folded, with 
durability and a handsome appearance. 
It can be used in living room, sun 
room, bed room or on the porch or 


_ lawn and is proving especially popular 


in sets of four as bridge chairs. 





Lufkin Offers Stainless 
Steel Tapes 


Genuine Stainless Steel Tapes are 
now offered by the Lufkin Rule Co., 
Saginaw, Mich., in standard hardware 
patterns and in widths %ths and one- 
half inch. These tapes are of standard 
weight, rustproof and non-corrosive. 

This material is of suitable temper 
for tapes, therefore the Stainless lines 





hold their shape well, far better than 
lines of rustproof materials heretofore 
used, such as phosphor bronze and 
monel metal. Lufkin Stainless Steel 
Tapes also have “Instantaneous” read- 
ings and “Nubian” finish, aids to ac- 
curate and quick reading. Stainless 
tapes are ideal for use wherever con- 


ditions commonly causing rust or cor- 


ee 


rosion are present. 

They are regularly carried in stock 
by Lufkin in the “Challenge” pattern, 
i. e., with genuine leather case, and in 
all standard graduations. 
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IVER JOHNSON 


BICYCLES VELOCIPEDES 
JUNIORCYCLES 


Champion Single Barrel Shot Guns 
Matted Top Rib Single Barrel Shot Guns 
Ventilated Rib Single Barrel Trap Guns 
Double Barrel Hammerless Shot Guns 
“Hammer the Hammer” Revolvers 
Send for Dealer Proposition 
[IVER JOHNSON’S ARMS & CYCLE WORKS 
332 River St., Fitchburg, Mass. 


New York, 151 Chambers St.; Chicago, 108 W. Lake St. 
San Francisco, 717 Market St.; New Orleans, La., 625 Pine ‘st. : : 
Ogden, Utah, "2327 Grant Ave. 
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PATENT APPLIED FOR 


“KEYCO” Sure Grip Pipe Wrench 


Wonderful grip. Super strength. Made from 
Alloy Steel heat treated by our own process 
Light and handy—can be used with one hand 
on pipe, nuts or studs. Instant release. Sizes: 
7 and 9 in. Widely adaptable. “Keystone 
quality.” Write for Discounts. 


The Keystone Manufacturing Co. 
Sales Representatives—Surpless, Dunn & Co. 
Buffalo, N. Y. 








New York Chicag: 








HARDWARE AGE 97 


tin Se 4 <_#) , : ts . ~ . ‘ ioe 5) 
—<_ “ - “ 4 < a 5 “~~ . “~~? 
. ‘ . . = a ~. “, ~~ _ . 


~ Christmas Greetings & 


Whe Distinctive—New—Different 
Appropriate 


You'll want to remember your customers 
this Christmas-time. For Christmas Greetings 
build good will and bigger bank balances. 
Write today for samples designed especially for 
merchants in your line. No obligation, of 
course. 


M. P. BROWN 
FORT WORTH 


i 
{ 
i 
NY 
\ 
| 
| 
7 
am, ~, op 
y- a 


\ 
TEXAS . 
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Rep Devi. Means Guass INSURANCE 
“It’s all in the Wheel” 


LANDON P. SMITH, Ine., 111 Coit St., Irvington, N. J. 


Successor to SMITH &€ HEMENWAY CO., Ine. 
(Glass Cutter Business) 


RED DEVIL 





“GEM "apsustaste 
REGISTER 
SHIELDS 
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_~_*» "wa 
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SSesasseeesiee §=- Heat that flies to the 
. ceiling is wasted. 
Sell “Gem” Register 
Shields, which direct heat where most 
needed. Attractive and easily adjustable. 
Fit all size registers. Floor 
Shield retails at $1.50; Wall 
Shield at 75c. 














1140 BROADWAY. NEW YORK,NY. \ 


BUY FROM YOUR JOBBER 








GIFT SUGGESTIONS 


Bluebird Indoor Clothes Line Reel 
and Polly Prim Recipe Cabinet offer 
two gifts in household specialties 
that every woman appreciates. 


Both are beautifully finished in 
dainty blue enamel. 


If your jobber cannot supply you— 
write us. 





Patent Novelty Co., Inc., Fulton, Illinois 
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Is a combination soldering and tinning flux which meets 
all requirements of the mechanic. Rubyfluid is best for 
brass, copper, galvanized or bright steel, gray or malleable 
castings. <A little Rubyfluid makes a tight joint with 
little solder and requires no washing or buffing. If you 
cannot obtain Rubyfluid from your dealer we will be glad 
to forward you a free sample. Write today. 


RUBY CHEMICAL CO. 


67 McDowell Street Columbus, Ohio 











Painel oggleBolts 
The enly epeine type toggle 
on the market. 

The wings open in- 
stantly in any position 

in hollow material. 

Any style head 

Any length bolt 
Standard bolts threaded 

to head 

Requires no guiding— 
just insert—The sprina 
does the rest. 


Samples on request— 
no charge 


THE PAINE COMPANY 


Cor. Sacramento Blvd. & Carroll, Chicago, Ill 
33 Warren St., New York, N. Y. 
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What's it worth to your cus- 
tomer to always get the cold- 
drawn (30% stronger) Hollow 


Screws? 


It is worth what he otherwise 
pays to deal with the breakage 
of cheaper screws. It is worth 
what he's spared in produc- 
tion losses. It is worth what 
he saves in mechanics’ time 
—say 60c. an hour; an hour's 
time per broken set screw. 


It’s too big a saving for any 
price-difference to equal. You 
can readily explain that— 
while Allen advertising ex- 
plains it repeatedly to the 
buyers you want to sell. 


THE ALLEN MFG. Co. 


139 Sheldon St., Hartford, Conn. 
BRANCH OFFICES: 


W. C. Stauble R. E. Gregory E. P. Crawford 


ub auf 
2704 pony Fy Ace. 1029 Wesley A Ave. 3348 North Park Aoe: 
Detroit, M Evanston, Ill. Philadelphia, Pa. 


W. J. MacRae 
320 Market Street 


n Franciseo, Cal. 





Starrett Hacksaw Frame No. 151 





Here’sa 
tricks 


that’s going to make 
a hit with a lot of 
your trade. Especially 
in the auto field. It’s 
the handiest thing yet 
for Ford bands, body 
bolts and work in 
close quarters. Radio 
fans and the chap 
with a little job of 
pruning to do will 
like it also. And, of 
course the electrician. 
Have you put ’em in 
stock yet? 


THE L. S. STARRETT CO. 


World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 


ATHOL, MASS. 


Sell Starrett Tools 
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Clover Sandpaper 
Moves Quickly 


Clover Sandpaper doesn’t “Roost” on the deal- 
er’s shelves—once carpenters and mechanics 
try it, it moves quickly. 

Clover gets down to business the oN one 
uses it—its crystal hard flint cuts like a dia- 
mond and sticks to the paper because it is 
properly applied with quality glue that holds 
everlastingly. 

Clover will merchandise itself if you will give 
it a chance, by keeping a well assorted stock, 
according it the display it deserves and giving 
out Samples. 

Save time—use the Coupon below. 

[f your Jobber cannot supply you—we will 
ship direct and prepay charges. 


CLOVER MFG. CQO. 
110 Main St., Norwalk, Conn., U. S. A. 


The Largest and Oldest Manufacturers 
of Abrasive Compound in the World 


Clover Dealers Get Clover Business Service 


Conn., U. S. A. 
Gentlemen: Please send us Samples of CLOVER sand 
paper and refer us to nearest jobber. 
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The Ideal Gift 


KITCHEN 
KATCH-ALL 


Thousands will be sold for Christmas. 
There is no gift more practical, or use- 
ful. You can reap splendid profits in 
your community by ordering a stock of 
Katch-Alls now. 


The Kitchen Katch-All solves the 
garbage problem in every kitchen. No 
more unsightly mess, disturbing odors, 
stained sinks. Appeals to the eye and 
mind of every housekeeper. 


Made of high grade aluminum, highly 
polished. Consists of outer receptacle, 
strainer and odor tight cover. Heavily 
tinned steel bracket clamps to drain 
pipe. Swings out of the way under the 
sink when not in use. Send $2 for pre- 
paid sample. 


The Ohio Metal Utensil Company 
Greenwich, Ohio 


KITCHEN KATCH-ALL 


The Sanitary Under-the-Sink Strainer 
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Paint Story 


in 


HARDWARE 
AGE 


Hardware Age is read every week by 
merchants who are always ready to give 
a likely product a trial. One of the 
reasons why these men read Hardware 
Age is to keep in touch with what is 
being offered by manufacturers. 


Tell them your Story and keep on telling 
it. You'll meet with a response that will 
prove to be profitable. 
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The Open Season 
for Witt Cans 


Yuu can sell more Witt Cans right now than at 
any other season of the year. As your custom- 
ers “keep the home fires burning” they are look- 
ing for a good ash can to take what seems “a 
bushel of ashes for every shovel full of coal.” 


If you sell them Witt Cans and Pails you'll win 
their confidence and patronage. Conservative in 
price, they pay vou three times the profit you 
make on an ordinary can. Each Can carries the 
manufacturer’s guarantee to outlast three or 
more of the ordinary kind, and they are ap- 
proved by Good Housekeeping Institute. 


Try Witt Cans, and you'll make a New Year’s 
resolution to add your name to the long and 
growing list of satisfied Witt dealers. Phone 
your jobber or write. 


THE WITT CORNICE COMPANY 
2111 Winchell Ave. 
Cincinnati, Ohio 


Manufacturers of 





CORRUGATED 
‘CANS and PAILS: 


Ask about the Brighton Line of Cans and Pails. 


Medium weight and quality construction. A 
good feature for the special sale. 
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Certainly! You “can get along 


Without Warren Fixtures!”’ 


You can get along without Warren Fixtures, but 
—it’s like riding a bicycle in a motor car age. 
Thousands of hardware dealers who selected 
Warren Fixtures as the basis of profitable mer- 
chandising could have gotten along without them, 
but—who wants to? 


Warren Sectional Hardware Fixtures 


and Display Tables 


Bear in mind the quality and appearance of your 
store fixtures and furniture with which you con- 
duct your business, give pretty good evidence of 
the quality of your merchandise and your own 
idea of the permanence of your business. 


Those who install Warren Fixtures not only 
benefit by the better display of merchandise, 
greater accessibility, the saving of time, labor 
and overhead costs+they benefit by the added 
prestige that indications of store progress brings. 


In the last analysis, Warren quality does impress. 
And the final proof you have of the effectiveness 
of Warren Fixtures in building business is the 
fact that a large part of our output goes to retail 
stores for additional equipment—expansion de- 
manded by their growth. They can’t get along 
without Warren Fixtures! 

Our Service and Traveling representa- 

tives will make a survey of your present 


store and stock and work out suggestive 
store plans without obligation. 


Catalog of Warren Fixtures upon request 


J. D. WARREN MFG. COMPANY 
“159 No. State Street 


Chicago, Illinois 
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The “Home Town” Customer 


The Smiths, Browns, Joneses—about every 
family in your town knows him. 


A word from him means a whole lot, especially 
when that word is “Perfect” and the product is 


Screen Wire Cloth. 


Because every home his family visits and every 
family that visits his home usually bring up the 
subject of screens. 


They just can't help advertising “Perfect”— 
their Windows, Doors and Porches are all screened 
with it. One tells another. 


Keep supplied through your jobbber. 





LUDLOW-SAYLOR WIRE 
St. Louis, Mo. 
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Pipe Couplings 
Scratch Brush Wire 


Rivets 








2. 
BRIDGEPORT, CONN. 


Trade Mark 


THE BRIDGEPORT SCREW CoO. 


Bridgeport, Conn. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 
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SELEOILING 


TRADE MAME 


Water Systems 


It’s the fresh water direct from the well or cistern that appeals to prospective = 
purchasers. Fresh water in sufficient volume for every household need, for 6 cr wae 
sprinkling, fire fighting, stock watering and innumerable other uses. An ample 
supply for every purpose at a surprisingly low cost attracts those who are dis- 

(\) criminating. 

Here is to be found the secret for the success of Myers Direct Water Systems. = 
Efficient, economical, care free, safe and dependable, they pump the water direct —s 
to the faucets from the source of supply. Automatically controlled, loss of power = 
is nil while excessive wear and breakage is banished. a 

Dealers, here is the line for you. Demand is steady. ’ 
Profits are ample. We will send catalog and quote. Your 
inquiry is solicited. 













































PD MYERS DIRECT 
7 WATER SYSTEM 







” FOR SHALLOW 
WELLS OR CISTERNS. 


oe TmFE.MYERS & BRO.co 


ASHLANDB, OHIO. 






MYERS DIRECT 
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Listen to This 


For seven successive seasons the 


CROWN TREE HOLDER 


has broken all previous sales records. 


In other words, sales in this period have increased over 428%, 
to say nothing of the very successful sale it already had over 
thirty-five years. 





A very attractive three-color show-card is packed in each case. Put this in your window, 
or on the counter, with a few sample holders and they'll sell themselves. 

Will you continue to pass up these worth-while profits to your neighbor dealer in the 
best season of the year? We hope not. Better order in time—now. 

















NORTH BROS. MFG. CO., American St. & Lehigh Ave., Philadelphia 
DROP FORGED WELDLESS 


ns 
ct EYE BOLTS 


WHEELBARROWS ROLLED THREAD 








GALVANIZED OR PLAIN 


0 


4” Diam. with Eye 7%” Inside 
oo ee 
¥,”’ ] yn" 








Sterling wheelbarrows are a specialized ed wx  — 
product, built strong for hard continu- 

ous service. ? : 

The line includes a barrow for every Quick Shipment 


wheelbarrow purpose. They are carried 
in factory and warehouse stocks for 


prompt delivery. Oliver Iron and Steel Corp. 


Send for catalog. 


STERLING WHEELBARROW CO. rere : 
Milwaukee, ‘Wis. PITTSBURGH, PA. 
“Chicago Warehouses ESTABLISHED 1863 
New York Cleveland 




















: ____ The New Rite Cupboard Latch 
Announcing With Glass or Opal Knob 





Here’s a brand new member of the famous family of Rite Cupboard 
Latches. Same convenience and certainty of action as on the widely 
used brass-knob latches, but featuring the handsome octagonal- 
shaped glass or opal knob, for those who prefer this design. A 
gentle pressure on the metal push button in the center of the knob 
and door quickly opens; a slight touch and door is securely latched. 
Fits any detail. 


ORDER FROM YOUR NEAREST JOBBER 


Manufactured by Rite Hardware Co., 
125 W. Washington St. Los Angeles, Calif. 
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SCREEN and ; | CUPBOARD 


TUBULAR LATCHES 


Installed at 1/5 the cost of installing ordi- 
nary mortised latches. 

Built to give a lifetime of perfect service— 
trouble-proof. 

Surpassingly attractive. Made in a large 
variety of styles and finishes. 

These economies and advantages are ap- 
parent to the progressive builder at a glance 
—a fact that has made Dexter latches the 
most popular latches made—fast selling, 
money making items. 


Write Now for Details 


















































to install, simply to install, simply 


bore two Oe CO) FUE BRASS CO. bore two 


notes 1601~9 Madison Ave., Grand Rapids, Mich. holes 


















Curiosity 


Creates Customers 


GOOD window display is the 
best cutlery salesman you can 
engage. No man can resist 

the glitter of a well-arranged knife 

assortment; it stops him every time. 

Once his interest is aroused it’s an 

easy step to a profitable sale; profit- 

able not only in the gain from that 
one sale, but in the building up of 
good-will for continued business. 





























The merest novice of a window- 
trimmer can qualify with the best 
by taking advantage of the display 
ideas in Hardware Age. 









by the origitalars 
of. the Cresco 























Wrench 
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Bronze and Copper 
FLY SCREEN CLOTH 


Spargo is real fly screen cloth that looks the 
part. 

And besides its attractive appearance, du- 
rability is woven into every square foot of it. 

Write for prices. 





Spargo Wire Co., Rome, N. Y. 

















“Improved” Guaranteed Hardware Age Verified List 
Jersey OF WHOLESALERS AND RETAILERS 


CONTENTS OF THE SEVENTH EDITION 


Shoe Lasts and Stands As Herdware Houses in United States, Canada and 


Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 


They are lock bearing and absolutely the best of handling hardware. 
their kind. Chain Hardware Stores in United States and Canada. 
If you are stocking lasts and stands similar to the ote 25c Stores carrying hardware in United States 
JERSEY it will be to your interest to get in touch Department Stores carrying hardware and housefurnish- 
with us before placing your next order. ings in the United States. 

. —— 2 Tisendiantemes” Agents in United States, Canada and 
We will show you that you will increase your sales Foreign Countries. 
on Lasts and Stands by stocking JERSEY. Automobile Accessories Jobbers. 


Dealers in Mill, Steam, Mine and Machinery Supplies. 
Export Merchants handling hardware and kindred lines. 


Look Sporting Goods Wholesalers and Retailers. 
Mail Order Houses handling hardware and housefurnish- 
for ings. 
Woodenware and Willow-ware Wholesalers. 
This JN Paint, Oil and Varnish Jobbers. 
Radio and Electrical Goods Jobbers. 
Mark Plumbers and Tinners Supplies !obbers. 
Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion work 
Denotes and also a helpful guide for salesmen’s calls. Every sales 
manager should have one on his desk, and every salesman 
Ou alit could profitably carry a copy in his grip. Since the previous 
x y> issue was published there have been more than 10,000 
“1: additions and corrections, and these all appear in the 
Durability. Seventh Edition. 





Hardware Wholesalers find Verified LAst of great value in 
/ “‘checking’’ their retatl prospect records. 
STAR HEEL PLATE CO. 


$12.00 postpaid 
saute Castes, Sas. Hardware Age Verified List Department 
357-391 Wilson Ave. Newark, N. J. 239 W. 39th Se. New York, N. Y. 














REVOLVING Brooks for Hooks 
CABINETS . SINCE 1848 


=o omgiee snd Ques HAMMOCK 
HOOKS 


owners like these cabinets. 

They prevent mixing of bolts 
Bright Wire and 
Brass Wire Goods 


or screws. 
Large capacity. Small space. 
Also Specials in Wire 


Many sizes. Send for Cata- 
log and Price List. 


Your Jobber will supply you. 


American Bolt & M. S. BROOKS & SONS 
Screw Case Co. CHESTER, CONN. 











Dayton, Ohio 
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Tips For Hardwood and Marble Floors | 


Stetson’s Combination Cushion Chair Tips are made on 
from selected sole leather. The chair is able to move _— 
about freely without noise or scratching the floor. The 
felt washer acts as a cushion. This line is only one of 
our big sellers. Write for catalog. 


Elastic Tip Co. 370 Atlantic Ave., Boston, Mass. 
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Better Real Protection 


for Homes and Dealers 


Machine screws You sell complete security when you sell this 
ILCO No. 202—and you secure a satisfied cus- 
for the tomer who will help you sell the whole ILCO line. 


Most front doors have glass panels that can be easily 
removed by an expert yegg, and the inside knob 


t d. 
Hardware Trade Turning the key in this ILCO model once rca 


dead-locks both the bolt and the inside knob. 
Send for new catalogue No. 7. 


HARVEY HUBBELL& INDEPENDENT IOCKCO,® 




















REWS ‘ TOoOrrty ~~? 
ar @ nese FITCHBURG, MASSACHUSETTS 
SEW YORE. 1.V. Branches 
New York City, Philadelphia, Chicago, Detroit, San 
Francisco and Los Angeles 
P Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass Knob 
“ Sets, Key Blanks, Auto Switch Keys and Hardware Specialties. 














Howes Chimney Plates Have i = 
Many Important Advantages :— 


Safeguard Against Fire: Metal plaster plate instead of lathes. 
Metal flue casings with air spaces instead of fragile earthenware. A safe- 
guard against fire from overheated stovepipes. 
Self-Adjustable as Wallis Settle: They allow walls to settle one 
or two inches and thus prevent cracking of plaster around flue. 
Wallis Free From Disfigurements: They make recesses and other 
disfigurements unnecessary. 
Economical to Install: Recess work is eliminated. 
Approved by Building Inspectors: ‘True in all cities where 
shown. 

Send for General Catalog “‘Heating Supplies and Furnishings.’’ 











1. Nail edge of plaster plate Th ' 2. After the plastering is 
te studding to ive ¥,” e 42 Union St. finished, insert the short 
clearance aroun ong i 
heavy steel tube that S. M. Howes Co. Boston, Mass. tube that has wide flanged 


reaches through wall. japanned collar. 
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€=Look for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 






Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 
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TeGcoZ.. 








‘TRADE Wenner 


REG U.S PAT OFF | 





Wea” 


*"TEGCO”’ 
Cut Glass 
DOOR KNOBS 


Patented May 18, 1926 


These new hand-cut glass 
door knobs are the aristocrats 
of the line. They look differ- . Fig. 1741 
ent, they are different, than the usual “just ordi- Goulds Automatic Oiling “Pyramid” Pump 
nary” knobs. Yet they cost but little more than 





the common ones No Crankcase Oils Itself 
Made in 2%”, 2” and 134”: also small knobs Dilation Oil is fed automatically 
to match. Impossible for Gland to gears and bearings 
All knobs are mounted in leakage to enter from the supply in 
solid cast brass shanks and can crank case. the crank case. 
be had with wrought or cast Write for Catalog ““M”’ 
brass roses as desired. 
Write for the name of our GOULDS PUMPS, Inc. 
nearest distributor. Seneca natin New York 


Manufactured exclusively by: 


TECHNICAL GLASS_ CO. 


Incorporated 


2060 E. 48th St., Los Angeles, A 3 
and 114 Church St., New ork, N 









































“COLD HANDLE” FRY PANS AND SKILLETS 












Made in the “L. & G.” 
QUALITY, both m FIN- 
ISH and WEIGHT. Or- 
der a Sample Lime and be 
convinced. 


LALANCE & GROSJEAN MFG. CO. 
CHICAGO 
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SEND FOR CATALOG 
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MOST FAMILIAR TO USERS EVERYWHERE; 
HIGHEST IN THEIR — 
SELL READIL 
YIELD THE DEALER PROFIT AND secsieenndnacetidaaate 
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We Offer Also GENUINE STAINLESS STEEL TAPES 


THE [UFKIN fpuLe £0: 
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SAGINAW, MICHIGAN 
NEW YORK WINDSOR, CAN. 











Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to ca a hod that 
dripped water all over your shoulder. 


You would choose a Never Drip Steel Hod 


with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 


There are lots of hod carriers in po town 
who are bearing the discomforts ing 
leaky hods sim ply because they have net n 
shown the frome > and better kind. 


| This open field of profit is yours for the 
| asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 

















The Morrill Nail Puller 


Does twice the work with 
half the effort. Sturdy 

construction and high — 
grade materials give the 
Morrill Nail Puller a 
long life under the most 
severe conditions. Noth- 
ing to break or get out of 
order. The elliptical ram 
prevents rolling. A hand 


guard prevents injury to 
the hand. 





MORRILL 





THE MORRILL LINE 
Nail Pullers 
Bench Stops 

Sawsets 
Liquid Soap Dispensers 
Lead Seal Presses 


Hand Punches 
Morrill Products Sell and STAY Sold 


The Morrill Line is made with the idea in mind that quality 
is the thing that appeals to the customer most. This is the 
reason why you will find it easy to sell Morrill Products. 


Let us tell you more about them, 


CHAS. MORRILL, INC. 








102 Lafayette St. New York 











Growing demand for 





Ne. 1111—6 inches Wide Heel Cat Back 





W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose &! Bros. a 


Wiebusch & & Hilger, Lad. 
New York 
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é 
2 Osborne High Grade Punches 
[A BETTER WIRE CLOTH’ J remeron 


“Buffalo” standard hardware 











grade wire cloth is quick sell- 
ing because it is superior Belt Punches Arch Punches 
value—accurate mesh, uni- Spring Punches Revolving ingyen 


form selvedge, thoroughly 
galvanized, moisture does not 
harm it. We can also supply 
window screen wire cloth in 
black, galvanized or bronze 
wire. 

Write today for catalogue No. 8-A.B. 


A varied and attractive line for the Hardware Trade. 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Tools 


The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 





BUFFALO WIRE WORKS CO., INC. Write for Catalog 
518 Terrace (Fermerty Sehestere Sens) Buffalo. N. ¥. : c. 8. CeDeeh of sae — N. J. 
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GREEN’S 
Stock Boxes 


A NEW IMPROVED 


Box 
At Low Cost. Has All the 
Advantages of the More 
Expensive Fixtures. 


“IVES” Patent Ventilating Lock 





Made in an Assortment 
of Sizes to Fit Every 











Hardware Need. ae Manufacturers of Open. 
Write for NEW Illustrated Price List Se a 
THE GREEN CO., 250 W. 57 St., N. Y. tae H. B. Ives Co. 
New Haven, Conn., U. S. A. 
' ——=—_— 











CONDUCTOR HOOKS 


FR FFIC [ENT and reliable 

for plain or corrugated 
pipe. Ask for sample and 
No. 27 Catalogue listing 
hooks and hangers illus- Write ENAMELED HANDLES 


trated. Basting Spoons—Mixing Spoons—Whipping Spoons—Spatula 
Knives—Bread Knives—Pancake Turners—Meat Forks—Soup 


L. D. BE RGE R CO. Ladles—Bottle and Can Openers—Ice Picks—OrangePeelers, Etc. 

































































59 N. 2nd St. Vaughn Can Openers sold all over the world. 

PHILADELPHIA, PA. 3211-3225 Carroll Avenue - CHICAGO, ILLINOIS 
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Save waste for yourself and your S , ne CY pee +3 
customers by stocking and selling fof x, A complete. din oie ge fof 
Speco. There is a good profit in 04 4 
Speco because it is known and ap- of FAVORITE. GAS. RANGES 5 
preciated by users of soldering > ee ae OF 
| coppers everywhere. ‘ io “miles ahead” of ne bears to 
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Sell the Best 
7r HARDWARE 
For Hard-wear 


For more than 50 years 
Bemmer Spring Hinges have 
maintained their leadership and 
proven their superiority over all 
|__| others. 

They have kept pace with the 
G have been 




















times, because they 
kept up with the times whenever 
improvement was possible. 


BOMMER 


SPRING HINGES 


ARE THE BEST 


Replenish your stock with Bommer. 
They are in universal demand—are 
quickest to sell—easiest to apply and 


the most satisfactory spring hinges 
made. 


Your Jobber handles them. 
Send for New Catalog 47. 
big help in ordering. 


Bommer Spring Hinge Company 








It is a 































Manufacturers BROOKLYN, N. Y. 
The Saw Test . 
—proves that the 


locking bolts cannot 
be sawed. Made in 
rim and mortise, 
u32 front and store door 
%) patterns 














It is guaranteed burglar- 
<<», proof—it makes security 
doubly sure—it sells with- 
out effort. 


Francis Keil & Son, Inc. 
401-425 E. 163rd St., New York 


1876——A Half Century of Progress——1926 


HARDWARE 
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“Pistol 


Grip” 
Saw Set 





No, 695 
Patented 
April 8, 1924 


—Any user can set saw teeth alike on both sides. 


—Only saw set made with an Oscillating plunger to set to 
the pitch of the saw. 


Write for Catalog “C,’ showing our line of clamps, 
vises, saw sets, carpenters’ and cement workers’ tools, 
“Lockfast” ou and molasses gates, lawn mowers of 
various styles and sizes, and hardware specialties. 


Sold only through regular trade channels. 


E. C. Stearns & Co., Syracuse, N. Y., U.S. A. 


Sales Representatives: 
W. R. Voorhees & Co., 417 Market St., San Francisco, Cal. 
Thomas A. Troy, 150-152 Chambers St., New York, N. Y. 


Canadian Representative: 
Geo. J. B. Ramsden, St. Thomas, Ont. 











The One Best Seller 


Wherever the Coes Knife- 
Handle Wrench is displayed 
alongside of other wrenches it 
has proven the one best seller. 


The seven sizes which comprise 
the Wood-Handle line are suf- 
ficient to satisfactorily meet all 
requirements of home, shop and 
farm use. 


Complete stocks carried by Leading 
Jobbers. 





COES WRENCH Co. 
“In Business Since 1841”’ 
Worcester Mass. 





SELLING AGENTS 


J. ©C. MeCARTY & CO........ 29 Murray Street, New York 
JOHN H. GRAHAM & CO...113 Chambers Street, New York 
FENWICK FRERES........ 8 Rue de Rocroy, Paris, France 
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arc of a circle and can be guided in any 


a 


THE PROGRESSIVE MFG. CO. 


FORSTNER BITS 


The Forstner Labor-Saving Auger Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 
direction regardless of grain or knots, leaving a true polished surface. It is net me and more 





One of the Most Remarkable Tools for Wood 
Working Ever Invented for Brace and Machine 


expeditious than chisel, gouge, scroll saw, or lathe tool combined for core- 
boxes, fine and delicate patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and mortising, etc. 


= TORRINGTON, CONN ., U,. 5. A, 





















1602 University Avenue 


Everybody Is Attracted by Signs 


Signs bring business. 
Concerns realize their 
attention getting value. 
Store signs made with 
the National Show 
Card Writer always 
attract customers and 
anybody can easily 
make them. 

The cost is so much 
less than what 
professional sign 
painters charge 
that our outfit 
soon pays for 
itsel f. 

Send for Folder 


NATIONAL SIGN STENCIL COMPANY 
Manufacturers of the NATIONAL SHOW CARD WRITER 
Saint Paul, Minnesota _ 





of QUALITY 


Manufacturers of the finest line of Garage Door Hardware. 
Recemmend Allith products for satisfaction. Let us send 
you our new Catalog. It is considered the most complete 
ever published—a request brings it FREE. 

Representative jobbers distribute A-P 

products throughout the United States. 
Door Hangers Fire Door Hardware 
Garage Door Hardware Overhead Carriers 
Rolling Ladders Spring Hinges 


ALLITH-PROUTY CO., Danville, Il. 
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BURNLEY 





The Soldering 
Paste that has 
satished cus- 
tomers for over 
23 years. 


Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 








SEXTON 
Ash Cans 


These Galvanized Sheet Ash 
Cans with the ‘“‘Nu-Rib’’ con- 
struction and Patented Method 
of Riveting are the strongest and 
most durable known. We make 
nine attractive patterns, all ready 
sellers. 


Send for Catalog and Prices. 








Notice ‘‘Nu-Rib”’ 
Nine other styles 


<£X SEXTON CAN CO.} 


























Geo. W. Diener Mfg. Co. 
400 N. Monticello A ve., Chicago, Jil. 





Brele) a an aitom limi riiite 


Russell Jennings 


} } 
iG trol eiacmele the round of our 


Auger Bits 


ry! 
i 


} 
riginal doubie twist auger bit, part 


: , 
ic sit " y ; » 
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Russell Jennings Mfg. Co. 
Chester, Conn. 

















Confidence in 











Braud 


PT Les Se 


sell them 


wag be Ame Electrie 
Lamp C 


P 
DanVers, Mass. 
“‘Ldcomeed under the General Miesirie 
Company's Incandescent Lamp Patents.’ 





American Can Company 


NEW YORK CHICAGO SAN FRANCISCO 


Cans for all 
purposes. 
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Constantly Creating a Demand 


Our National Advertising keeps 
boat owners SOLD on Jeffery’s 
Waterproof Marine Glue and con- 
tinually asking Dealers for this par- 
ticular brand. 


There’s nothing like it for leaky 
boats. It makes them 





eat permanently __leak- 
iat proof and_ keeps 

tal e , 

Gal's Boje customers _ satisfied. 





Keep stocked, 


| 152 Kneeland Street. Boston.Mass. % 


AGE 
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A FULLY RODDED VARNISHED 


STEP-STOOL 


AT $7.50 PER DOZEN 
— 
A FULLY RODDED 


STEP-LADDER 


ONE-PIECE PAIL-SHELF 


teas REE ar. Nes , 4, 5, and 6 ft. LENGTHS 





ABOVE PRICES ALL F.O.B. FACTORY 

















L HUNGRY ? : 


LL men are “tool 
hungry.” There is 

an instinctive something 
in man’s nature which per- 
sists from boyhood to old 
age and which makes the 
first jack knife a treasured 
possession, the back yard 


a maze of soap box wag- 

ons and, in later years, the 

basement workbench a _ source 
of pride and accomplishment. 

The _ white collar trade’ is 

tool trade, and 

lack of familiar- 

ity with all types 

of tools makes 

it essential that 

out- of - the- ordi- 

nary tools be 

constantly  dis- 

'y played. Porter 

Bolt Clippers, Wire 

Cutters and Nut-Splitters 

are standard equipment 

with the mechanic but are not 

well known to the amateur. We 

‘ urge our dealers to keep Porter 

tools on display. Display makes 
faster turn-over—more profit. 


H. K. PORTER, Inc. 
EVERETT MASS. 
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STERLING STOOL & STEP-LADDER CO. 
All meshes, all widths, 
Painstaking care makes 
our Screen Cloth wear. 
“Established 52 Years” 
Norton Iron Works, Ashland, Ky. 
STORE LADC 
Insure perfect shelf service for any line of merchandise. 


STERLING, ILLINOIS 
painted or galvanized. 
SCREEN CLOTH 
Ff. tread - properly spaced, convenient full 
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CUSHION 
ERS 


















Take the pictures out of the mail order catalog and 
they won’t do any business. 

You can show better than pictures by sampling the 
original article. 

A Heller man can show you how to Fad an increase 
of from 50 to 100% if you will fo his simple, 
inexpensive tried-out plan. It won’t cost a cent to 
talk to him. Just mail coupon TODA 


Ws Gn EAN cg gee oe ee ek ae 


Kindly have your man call. I would like to increase my knowledge 


of Merchandising Hardware. 


Dh wt t8666 0006 edhe beesoueatiee 0660600 66606000000660060 oe 
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Menagh has 
34] Grove 


AFTER 51 YEARS OF 
retired from the hardware 
Street, Jersey City, ! 


sUSINESS OPPORTUNITIES 


SERVICE to the public, John S. 
business which has been located at 











= 


For Sale—Hardware Store 
good location, growing section in Brooklyn 


Sell- 


ing price $14,500 cash; balance on _ reasonable 
terms. Address Box H-324, care of HARDWARE 


@ AGE, New York. 











FOR SALE—Bargain lot of househeld Specialties consisting of 1000 
crumb sets, assorted finishes; 500 tooth brush and tumbler holders, white 
enainel finish; 200 white soap flakers, 3 gross gilt match boxes, 2000 large 
match box holders, assorted finishes ; 600 white enamel whisk broom 
holders, 3 gross blue enamel recipe cabinets. Also fire shovels, mail 
boxes, etc. These articles are lines that have been discontinued by a 
large manufacturer and some are seconds. Subject to prior sale, so if 
interested write at once to A. D. COWAN, Lock Box 262, Fulton, Illinois. 


FOR SALE—PROFITABLE OLD ESTABLISHED hardware business 
within fifty miles of San Francisco, Cal. Clean, up-to-date stock. No 
old and not over-stocked. One of the most model and well arranged stores 
in California. Located in a beautiful and rich valley where climate is 
wonderful and crops never fail. Owner has made enough that he wishes 
to retire. Will require about $25,000. Address Box H-339, care of 
Harpware Ace, New York. 








SALE OR RENT—Modern three-story store building with up-to-date 
living apartment on second floor, together with the finest outfit of hard- 
ware shelving, cases, racks, office fixtures, etc., all as good as new. Fine 
town for opening of hardware, general merchandise or five and ten cent 
store. Will sell or rent all at a very great sacrifice. Must be seen to 
be appreciated. Very easy terms. P. O. Box 468, Milford, Delaware. 


FOR SALE—AN OLD ESTABLISHED hardware business in a pros- 
perous Central Ohio farming community, town of 1800. Stock about 
$10,000, and an average business of over $50,000 per year. Three-story 
well equipped building and will sell or lease. If you want to get in a 
good profitable business, do not overlook this one. If interested, can give 
complete details. Address Box H-315, care of Harpware Acz, New York. 





HiELP WANTED 


A MANUFACTURER DESIRES A SPECIALTY SALESMAN CALL- 
ING on the jobbing and better retail trade in Ohio, Indiana Illinois and 
South Michigan. Must have an acquaintance with the trade. Salary and 
commission will be based on results. An exceptional opportunity for a live 
salesman. Give references from former employers, also state age, experi- 
onee we ouny expected. Address Box H-332, care of HarpWare AGE, 
VOCw OTK. 








POSITIONS WANTED 


Sales Manager with 20 Years 








Successful record with two nationally known Hardware Job- 
bers as salesman and sales manager. Desires position as 
sales manager with like concern, one that is permanent and 
where there is a real opportunity to grow. Experienced to 
direct the efforts of others and produce results. Age 40, 
|. married, now employed. Can give references by men na- 
tionally recognized in the Hardware Trade, as to ability, 
character, personality, habits and integrity. In position to 
make substantial investment and prefers to do so. An inter- 
view will convince you, if you are looking for a man to 
revive your business and sales organization. Correspondence 
and interviews confidential. Address Box H-291, care of 
Hardware Age, New York. 











Radio and Sporting Goods Buyer 


Would consider other propositions. Successful fifteen year record merchan- 
dising for one of the country’s largest institutions, with whom still asso- 
elated. Acquainted factory sources. Wide experience in advertising, cata- 
loging and management. Particularly qualified to organize and develop new 
department. Age 39, Gentile, married. Address Box 7192-A, care of 


HArpwarp Acp, Otis Bldg., Chicago, Il. ! 











FOR SALE—ESTABLISHED HARDWARE BUSINESS in one of 
the best towns in Michigan, 150,000 poptilation. Stock and fixtures will 
inventory about $30,000. Reason for selling is age, past 75 years old. 
Hlave been in business in the same place for 36 years. For particulars 
write Box H-335, care of Harpware Ace, New York. 


FOR SALE—GOOD HARDWARE, FURNITURE and sporting goods 
business making nearly four turnovers and located in a fast growing town 
J the — west coast of Florida. Address CARL HOLM R, Box 256, 

iami, a 


FOR SALE—AN OLD ESTABLISHED Hardware Business in the 
beautiful Mohawk Valley of Central New York. Good going business, 
good location, clean. well-assorted stock. Worth investigating. Address 
Box H-309, care of Harpware Acer, New York. 


HELP WANTED 


TIRE MANUFACTURER producing quality product, national distri- 
bution and good reputation, desires general <= Mee for New York and 
New England to visit large dealers. Should have had experience as gen. 
eral salesman in hardware or allied lines. Tire experience unnecessary. 
Only very high-grade man need apply. Address Box H-317, care of 
Harpware Ace, New York. 




















SALESMAN—Builders’ hardware manufacturer, maker of locks and 
finishing hardware, has opening for experienced contract salesman to call 
on architects and builders in Greater New York. Address, stating age. 
previous eee and salary, etc., Box 216, Room 200, Times Building, 


New Yor 





—~SALESMAN CALLING ON HARDWARE and House 
line of Garden Trellis, Arbors, 
largest producers of above in the world. 


and prices. Address GARDEN CRAFT, 


WANTED 
Furnishing Departments to handle our 
Bird Houses, etc. We are the 
Liberal commission; attractive line 
Crystal Lake, Illinois. 


WANTED—Man to travel for wholesale concern to sell general line 
of hardware, blacksmith and factory supplies in Northern New Jersey. 
One owning car preferred. Give age, experience and ay or com- 
mission expected. Address Box H-338, care of HArpware Ac ew York. 


SALESMEN FOR MANHATTAN wholesale and retail hardware and 














paint, calling on industrial and private. Salary and commission. Good 
opporturity for live wire. Address Box H-336, care of Harpware Acg, 
New York. 





WANTED—Salesmen calling on Retail Hardware Tratle to sell our line 
of Tool Racks, Rubbish Burners and Cappers. Commission basis. Write 
for proposition. GRAND RAPIDS WIRE PRODUCTS CO., corner 
First and Front, Grand Rapids, Mich. 





SALESMAN—BUILDERS’ HARDW ARE MANUFACTURER has an 
opening for salesman to cover Long Island and Eastern New York terri 
tory. 


Address Box H-333, care of Harpware Acr, New York. 





SALESMAN—35 YEARS OLD, married, desires to connect with a a 
reliable jobber to cover Southern New J ‘a Nine years’ experience as 
manager and buyer for hardware house. Also 5 years as hardware pur- 
chasing agent for U. S. Government. A-1 references. Can accept po- 
mag ona February Ist. Address Box H-328, care of Harpwarg AGE. 

cw ork. 


SOUTH AMERICAN TRAVELER desires represent manufacturer in 
Latin-America; traveled five years West Indies, Central and South America. 
Have good connections in these countries. Prefer connection with firm 
who desires to develop their foreign trade. Good references. Traveling 
expenses with a moderate salary or commission. Address Box H-327, care 
of Harpware Acz, New York. 


TRAVELING HARDWARE SALESMAN with both wholesale and re- 
tail experience, employed by National jobber, seeks a position in first class 
store as manager buyer or salesman; marri man. References fur- 
nished. ‘Middle West States only. Address Box H-340, care of Harp- 
ware AcE, New York. 


MAN, 30 YEARS OF AGE, married, desires position as manager or 
buyer for reputable store handling good line mechanics’ tools, shelf hard. 
ware and builders’ hardware. Good hardware experience and executive 
ability. A-1 references. State salary. Address Box H-313, care of 
Harpware Ace, New York. 


RETAIL HARDWARE SALESMAN wishes to connect with a retail or 
wholesale house that offers opportunities for advancement. Located in the 
South or the Southwest. Twelve years’ experience in the retail hardware 
and stove business. Thirty —— of age. n furnish best of references. 
Address Box H-325, care of Harpware Acz, New York. 


MAN WITH TWENTY YEARS’ EXPERIENCE in selling and 
merchandising wants connection with manufacturer of hardware or elec- 
trical lines looking for salesman to sell jobbing trade on Pacific Coast; 
salary or drawing account and commission. Address Box H-295, care of 
Harpware Ace, New York. 


CUTLERY MAN—ALL ’ROUND, THOROUGHLY experienced. Table 
and Butcher Knives, Pocket Cutlery, Shears, Scissors, Razors, etc., as 
buyer, manager, salesman. Wholesale preferred, or retail. Able to do 
practical work. Address Box H-301, care of Harpware Ace, New York. 


























WANTED—Position as salesman for reliable hardware manufacturing or 
jobbing house covering New Jersey, Eastern Pennsylvania or adjacent 
territory. Married man. A-1 references. State proposition fully. Ad- 
dress Box H-314, care of Harpware Ace, New York. 


STOVE SALESMAN TRAVELING OHIO AND West Virginia terri- 
tory past ten years selling same line, desires new connection January Ist. 
Good reference; personal interview solicited. Address Box H- 312, care of 
HARDWARE Ace, ew York. 


MAN WITH FIFTEEN YEARS’ EXPERIENCE hardware business 
desires position as traveling representative for some reliable manufacturer. 
Prefer Southern States with headquarters in Atlanta or near there. Ad- 
dress Box H.- 329, care of Harpware Acer, New York. 
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SALES ACCOUNTS WANTED 


| Agencies Wanted 


Manufacturers’ Agency calling on all the 
hardware and general stores in Canada 
from coast to coast with their own repre- 
sentatives wishes to secure additional | 
lines of kitchenware, hardware or hard- 
ware specialties. Best of references. 
Apply Box H-132, care of HARDWARE 
AGE, New York. | 




















~ = ——= omen 
MANUFACTURERS—DO YOU NEED 


national distribution? A competent sales manager and national] sales organ- 
ization now employed by a manufacturer of meta] hardware and bousefur- 
nishing specia!ties and successfully selling to the jobbing, mail order and 
syndicate trade. Desires to make connection with one or two manufacturers 
of good short lines to pool sales work. General sales office in popular 
Fifth Avenue Bldg., New York. References will be exchanged. Address 
Box H-330, care of HARDWARB AGE, New York. ) 


i 








SALES REPRESENTATIVES WANTED 








=~ 


DISTRIBUTORS WANTED 


o - 

All Territories 
TIME AND LABOR SAVING MECHANICAL DEVICES 
An unusual opportunity to act as Exclusive Distributor for a line of 
time and labor saving devices for the Woodworkers Industry, 
Window Shade Trade and Manufacturing Trade. Exceptional large 
selling field on these devices. Repeat orders are assured. Liberal 
national advertising and mail campaign to assist you in fully de- 
veloping an established line. 

REQUIREMENTS 
Selling and executive ability, exceptional business and character 
ane ma A small investment is necessary for spot deliveries to 

e trade. 


H. A. Markwell Manufacturing Co., Inc. 


Franchise Contract Department 


99 HUDSON STREET, N. Y. | 








SALESMEN WANTED Manufacturer of a line of 

metal goods consisting of 
mail boxes, cash and bond boxes, garden tools, children’s garden sets, car- 
penter’'s planes and patented specialties now reorganizing and enlarging sales 
force is desirous of making connection with competent salesmen throughout 
the country for sale of products through hardware and housefurnishing jobbers, 
symiicate and mail order houses. Commission basis. No objections to non- 
competitive related lines. State. full particulars——lines carried, territory 
covered, references, etc. Address Box H-331, care of HARDWARE AGR, 
New York. 





Meer ema Nemes Nr aes Napa eee” Seema? eae! 

















WANTED—Salesman with twenty years’ experience selling general lines 

of merchandise wants manufacturers’ lines for Virginia and idirsinad sell- 

ing os and retail trade. Address Box H-322, care of Harpware AcE, 
ew York. 


AGGRESSIVE EXPORTERS’ AND MANUFACTURERS’ AGENTS, 
with offices in Honolulu and San Francisco, calling on the industrial trade, 
also on retail hardware dealers, are seeking additional hardware lines to 
represent. Address Box H-334, car of Harpware Ace, New York. 








NEW YORK REPRESENTATIVE WITH ESTABLISHED clientele 
in metropolitan district for ten years, can successfully carry one additional 
line. Details of sales experiencé gladly furnished. Addres Box H-296, 
care of HarpwaAre Ace New York. 





SALES REPRESENTATIVES WANTED 





MANUFACTURERS of full line household specialties want local repre- 
sentatives in all important cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. State experience, lines 
handled and territory covered. We want none but those who can “make 

.” For such our proposition is an excellent one, Address “S. H.,” 
care of Harpware AGE, New York. 





SALESMAN—CALLING ON RETAIL HARDWARE or Furniture 
Dealers to handle polished aluminum pipe and adjustable elbows. Commis- 
sion basis. Exclusive territories now open. Reference required. ACORN 
ELBOW & MFG. CO., 1511 East 78th St., Cleveland, Ohio. 


WANTED—Salesmen, calling on retail hardware trade to sell cutlery 
in New York, Pennsylvania, Atlantic Coast States, South Middle West 
and Far West. Commission. Address Box H-326, care of HARDWARE 
Acz, New York. 











SALESMEN—EXCELLENT SIDE LINE, NATIONALLY KNOWN 
COAL burning Brooder Stoves, for salesmen covering wholesale and retail 
hardware trade, seedsmen and others handling poultry supplies; big demand. 
Liberal commissions. State your experience, territory covered, etc, with 
name and address. Write MANUFACTURER, 12 Root Building, 
Buffalo, N. Y. 





WANTED—SALESMAN CALLING REGULARLY ON MILL AND 
machinery supply dealers and jobbers to sell high grade line of grindin 
wheels as side line. Attractive proposition, fast turnover. Samples wane 
one pound. GOODRICH GRINDING WHEEL COMPANY, 1500 West 
Madison St., Chicago. 





HARDWARE SALESMAN—PAINT SALESMAN—WE are looking 
for a high type salesman who makes extensive trips calling on high class 
trade to sell an established specialty as a side line. Big repeat orders. 
Commission basis. Phone Mr. Obstfeld, Walker 6218, or write MARK- 
WELL COMPANY, 99 Hudson St., New York City. 





MANUFACTURERS of Premier Tools, a popular priced line of screw 
drivers, putty and scraper knives, want local representatives calling on 
hardware jobbers, department stores, paint and oil jobbers. In answer 
please state territory covered, how often and lines now handled. Address 
COMPO-SITE, INC., 215 Astor St., Newark, N. J. 


HARDWARE SALESMAN—PAINT SALESMAN—High type sales- 
man calling on the industri#l and better class dealer trade can substan- 
tially increase his earnings by carrying as a side line one or two basic 
paint and lacquer specialties generally purchased in quantities by this class 
of trade. Address Box H-337, care of HArpware Ace, New York. 








WANTED—SALES REPRESENTATIVE in Philadelphia and nearby 
territory to represent well known manufacturers of deadlocks, latches, 
padlocks and builders’ hardware. State experience and full particulars; 








Fire Guards 
and Fenders 
By) Protect Life—Avoid Fires 
Bi Te Catalog on Request. 
Oh x) i Mi he 
tau” The Fred J. Meyers Mfg. Co. 
Hamilton, Ohio 











confidential. Address Box H-319, care of Harpware Aoz, New York. 
Manufactured and 


EVEREADY (227; 


COLUMBIA tionat carson CO, Ine 
Dry Batteries "7" = 


~they last longer 


Camapian Natrowat Carson Co., Limited, Toronto, Ontario 


Atlants Chicago Kansas City 

















“Opportunity Knocks But Once” 


Keep your eyes on the Business Oppor- 
tunities Section of Hardware Age if you 
are looking for a good hardware business. 
You can also use this Section with suc- 
cess to dispose of a business. 

The cost is nominal. 











ELEVATORS 
DUMBWAITERS 


Write for Our Catalog 
ENERGY ELEVATOR CO. 
211 New Street. Philadelphia 
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THE STEWART IRON Works Co. 


225 Srewarr BLock CINCINNATI. O OHIO 
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BAND “I NOX” saws 


QUALITY SERVICE 
UNIFORMITY OISTINCTION 





“The Jools in the Plaid Bae” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 











Wright’s Patent Machine a Bit 
Expansive Bits of All Kinds 


The Conn Valley Mfg. Co., 


Centerbrook, Conn., U. S. A. 


SCYTHES and AXES 


Scythes since 1812. Axes since 1880. 


RIXFORD MFG. CO. 








IF IT’S THE BEST TOOL YOU CAN SELL 
FOR WORKING STONE 
IT’S OURS. 


TROW & HOLDEN CO. 
Catalog 


Barre, Vermont 








East Highgate, Vt. 
Plain or enameled in 


STRATTO r— 
HANDLES 


For Small Tools, Electrical Geods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 


Utensils, 








TAINTOR POSITIVE SAW SET 


we 


TAINTOR MFG. CO., 


All steel. Fully Guaranteed. 
Send for Free Book. 


113 Chambers St., N. Y. City 









Permanent magnet which holds 


“ M 9”? 4 
Robertson “Horseshoe Magnet Hammers 
oo eee 
=. o for dri io 10; ae 
ing. ‘Awarded the Sliver Medal i 


(the highest offered) at the Panama-Pacific Exposition. 
Good profit. 
Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Bosten, Mass. 








Improved Featherweight Creeper 


Size No. 3 for Men 
Size No. 2 for Ladies 
Size No. |! for Cuban Heels 
Retails at 50 cents per pair 

ice to dealers $4.00 per dozen 
Order from your jobber, or we will ship 
direct, C. O. D. 


CHURCHILL MFG. CO., Inc. 
287 Thorndike St., Lowell, Mass. 








CRAYONS 


For Every Purpose 
STANDARD CRAYON MFG. CO. 


DanVers, Mass. 








Waste — Mops — Wicking 
Cleaning Cloths 


Caulki Cotten—Chemical Cetten 
tteon Cletheslines 

Send for samples and prices 
MASSASOIT MANUFACTURING CO. 
Fall River, Mass. 0. 8. 





A. 
350 Broadway 
1898 West Madison St. 


Chieage Office 


J. L. THOMPSON MFG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 








SEYMOUR SMITH PRUNING SHEARS 





Manufactured by 
er worn SMITH & SON, INC., “Oakville, 3 
les Representatives: John H. Graham & Co.. 113 Chambers New York 








YERDON CAST 


BRASS HOSE BANDS 


ive — THE SERVICE you want Hose 
ds for on All Hose Connections. A trial 
will convince. 


WILLIAM YERDON, Box 102, Fort Plain, N. Y. 























SAMSON CORDAGE WORKS 


MANUFACTURERS OF SASH CORD. CLOTHES 
BRAIDED CORDASE LINES, SMALL LINES 
AND COTTON TWINES ETC. S<w7/0R LAVALOG 


BOSTON MA SS. 




















DOMES of SILENCE 


The perfect Furniture Footwear! Every 
home needs several dollars worth-- Display 
our Cabinet! Write for particulars. 


Domes of Silence Division, 
HENRY W. PEABODY & CO. 
17 State Street New York City 
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THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. very care will be taken to index correctly. 


No allowance will be made for errors or failure to insert. 
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! We have 
 MiLCOR:; ELBOWS 


UCKY the sheet metal man who can always say that — lucky because that 
insures satisfaction and encourages repeat business. Lucky the buyer to 
whom you say that — because when he gets Milcor Elbows he is assured 

of maximum service. He is getting elbows that fit fine — full size, full weight, 
and absolutely uniform — packed so they will reach the job in as fine con- 
dition as when they left the modern Milcor daylight factories — designed and 
manufactured to stand the gaff of strenuous service. 





Your trade appreciates genuine quality. Let them have Milcor Elbows — 


For All Types of Pipes 
Onepiece Conductor Pipe Elbows 
Adjustable Furnace Pipe Elbows — Onepiece and 
Adjustable Stove Pipe Elbows 
Speaking Tube Elbows | 
No conductor pipe, stove pipe or fur- ‘one a ree Ww des hee The Milcor Trade Mark is recognized as 


nace pipe job is better than its elbows. —_g]. Zinc, Copperorrust-resisting the “Grade Mark” of A-1 quality. More 
They are the most vulnerable parts of Milcor Elbows, Eaves Trough, Conductor 


each installation. They can make or break j - Pipe and Trimmings are used, year after 
your reputation Safeguard your busi- Ingot Iron year, than any otherkind. Milcor products 
ness — concentrate on Milcor Elbows. insure satisfaction and repeat business. 


It’s easy to get Milcor Products from leading jobbers or from 
any of our four plants at Milwaukee, Chicago, Kansas 
Ciry or La Crosse. “Same Day Service’’ on all stock items. 


MILWAUKEE CorRUGATING COMPANY, Milwaukee, Wis. 
CHICAGO, ILL. KANSAS CITY, MO. LA CROSSE, WIS. 


MILCORS 
ELBOW SY¥V 
for all types of pipes 
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MILGORS> 


Onepiece Galvanized Flatcrimp 
Elbows are made in one piece, 
with no soldered joints. They 
are designed so as to allow for 
expansion and contraction with- 
out breaking or developingleaks. 
After formation they are hand- 
dipped in the finest galvaniz- 
ing spelter known. They fit well, 
they are packed well — a case 
of quality all the way through. 












Milcor Corru- 

gated Round One- 

piece Galvanized 

Conductor Pipe 

Elbow--Hand dip- 

ped after forma- 
tion. 


MileorPlain Round 
& Onepiece Galvan- 
pa ized Conductor 
” Pipe Elbow — 
ea Hand-dipped af- 
 ~—ster formation. 











Write for 
prices on Mil- 
cor Elbows 


made from ARMCO Ingot Iron. 


Packed securely 


for Safety and Convenience. 
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ARID WARE UNDO SIRT 


Digs play ETS FS products 
om ths Mallon vali LP Salles Bloor 
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Americas Greatest Hardware Market 


Where MANUFACTURER and DISTRIBUTOR meet 
26% Annual Convention and Exhibition of the 


Pennsylvania and Atlantic Seaboard Hardware Association Inc. 


PHILADELPHIA COMMERCIAL MUSEUM 
FEBRUARY, 15~16~17~ 18~1927 


ADMISSION FREE BY TICKET ONLY 
SHARON E. JONES, Secy-Treas, Wesley Bidg.~ PHILADELPHIA, PA. 
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LET THIS COUNTER 
HELP YOU WITH YOUR NAILS 


THE 
ORIGINAL 
STEEL 
DRAWER 
NAIL 
COUNTER 









Twenty-seven sizes of nails 
and over 100 pounds of each in an 8% 
foot counter. 

Complete, convenient nail storage at a price you can 
afford to pay. 


Twenty gauge steel easy sliding bins. A heavy indestructible top with oak panelled front and 
ends. All for $149.50 f.o.b. Duluth. Can you beat it? Write for full details. 


DULUTH 
OPEN DISPLAY 


This 7-foot Duluth Display 
Counter comes to you complete 
with bulb edge glass dividers, 
price ticket holders and every- 
thing all ready for business. 
Stained and varnished a medium 
oak shade with solid oak rim. All 
for $44.25. Some stores use a 
dozen or more. Write for our 
new bulletin “Display Table Mer- 
chandising.” 


os 
gue 


DULUTH THE ONLY COMPLETE MERCHANDISING SERVICE 


Any sash and door factory can sell you fixtures, but only the 
Duluth Organization can furnish you the merchandising service to 
make those fixtures earn profits for you. From coast to coast 
Duluth Merchandising Engineers are ready to put their time against 
yours in solving the problems in your store. They don’t guess. 
Every recommendation is based on years of experience. Write 
today to our nearest office. No obligation to buy. 


DULUTH SHOW CASE CO. 


New York Office General Offices Chicago Office 
101 Park Ave. Duluth, Minn. 180 N. Wabash 





BUSINESS ANALYSIS STORE PLANNING INSTALLATION SAMPLING 
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Decorate with 


A 





rtistic 


COME TO CLEVELAND! 


National Exhibition of 


Lighting Kquipment 


Joint Conventions of National Association 


of Lighting Equipment Dealers and Artistic Lighting 


Equipment Association will be held at the 


On Display 


*Ceiling and wall fixtures 


Table and floor lamps 

Lamp shades and illumi- 
nating glassware 

Industrial and commer- 
cial units 

Lighting equipment — 
parts and supplies of 
all kinds 


Metal furniture, etc. 










% uae < 
Artistic Lighfing 
Equipment 


ARTISTIC 
LIGHTING EQUIPMENT # 
ASSOCIATION 


ART DECORATION VTILITY 
QVALITY REPYTA 


) ) TOM »~f 
A NATIONAL ORGANIZATION 


Watch for this emblem when 
buying lighting equipment. 
lt is a guarantee of honest 
merchandise at a fair price. 


Hollenden Hotel, January 31 to February 5, inclusive 


Here, all that is best and modern in lighting equip- 
ment will be displayed under one roof. This is the 
only exhibition of its kind—nothing of greater educa- 
tional or business building value to the lighting 
equipment industry or to the user has ever before 
been attempted. 

Any lighting equipment manufacturer, jobber, 
dealer, builder, electrical contractor or architect, 
who would know of better artistic lighting equipment 
of quality, should attend this exhivition. Here, also, 
you will gain a more thorough understanding of what 
can be accomplished through co-operative eftort in 
increasing lighting equipment sales and installations. 

Come to Cleveland—your attendance at this ex- 
hibition will result in knowledge that can be turned 
to profit. 

Certain days this exhibition will be open to the 
public, also, and these buyers are certainly interested 
in what you can provide them in better and more 
artistic decorative lighting equipment, properly de- 
signed to harmonize with their surroundings. 

Again, come to Cleveland! The most modern 
equipment for the home, factory or public building 
will be displayed here. 

Complete Details—Reduced R. R. rates will 
apply. Those desiring information as to space for 
exhibits may secure all details by writing or wiring 
Artistic Lighting Equipment Association, 424 Guar- 
antee Title Bldg., Cleveland, Ohio. 
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Lighting Equipment 
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GUARANTEE 


Buy a Utah and 
use it for two weeks. 
Compare its tone with 
the best the others are 
able to produce. If 
the Utah does | 
not give better 
reception return 
it to your dealer and 
he will refund 
your money. 









pe 
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$99) 50 


Utah Standard 


14” bell 
The Speaker with the Golden Throat 


Utah Junior 


11” bell 





Utah Book 


Exceedingly decorative 
Finest reproduction 


Size 174%” x 13%” 


*19." 
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Free edge 


17%” high 


UTAH 
CONE 











herever there's a 
RADIO there's 
ROOM fora 








The only complete 
line of speakers on 
the market 


Utah Superflex 


*10." 


Reg. U. S. Pat. Off. 


Utah Radio Products Co. 
1421 S. Michigan Ave., Chicago 


We Are Manufacturers, Not Assemblers 


3 























I urnovers—not lefto vers 
4 That’s what STAR-Rite means to you— 
_ Fast-moving, big-selling merchandise—not a 
““come-back” in a thousand sales— 
A complete line of Electrical Home Necessities— 
high quality, competition-killing prices, exceptional 
value— 
— The secret of end-of-year profits is simply—Turn- 
~~ hy EF go overs—not leftovers! 
rust. Deep aluminum grids. 
cee. ” te Canada $32.00. ; : . . 
There’s no money in leftover merchandise—profits 
are from sellers, not stickers— 
That’s why STAR-Rite is the big money-making 
name in the Electrical. Field— 
STAR-Rite Sells 
Cash in on the big STAR-Rite advertisements in Saturday Eve- 
ning Post, December 4th; Liberty, December 11th; Good House- 
keeping and Red Book for December. 
Highly sseeet ania finish, non- 
heating turning handles. 
$4.50. In Canada $6.00. 
=iite 
- — ELECTRICAL NECESSITIES 
seis ponent tices A aes Fitzgerald Manufacturing Company, Torrington, Connecticut 
which to select. All are com- Canadian Fitzgerald Manufacturing Company 
Cokes. citer bee ~~ 95 King Street, East, Toronto, Ont. 
a s 4 Makers of the famous Never-Leak Cylinder Head Gaskets 
6 ib. Iron — » ae Heating vaes 
Se Se ee ee ee Light weight, otictont hot or 14” Fey al wire’ bent made te tan or ettenstive 
—? Fy BF gh 4 cold air; start and stop switch guards, cast iron base with green plaid combinations and ‘’The 
service. in rosewood handle. Alternating gold finish. Complete with cord Aristocrat’, in soft old rose. 
or direct current. and plug. $5.00 to $10.00—slightly higher 
$3.95. In Canada $5.00. $9.00. In Canada $12.00. 6.50. In Canada $7.50. in Canada. 
P. S.— DON’T BE TOO HASTY IN ORDERING 
YOUR 1927 FANS — WAIT FOR THE STAR-Rite 
\\ ANNOUNCEMENT — SOMETHING GOOD IN STORE! 
4 














A New Member of the 
Triangle Family 


TRIANGLE RIGID STEEL CONDUIT 


Galvanized (Electro) Enameled 
Made in All Sizes Elbows and Couplings 








A Fast Selling Tool 


Manufactured under one roof from steel 
skelp to finished product, in the most 
modern and complete conduit factory in 


operation. 


Ready for Delivery 
January 1, 1927 





The Triangle Armored 
Cable Tool—to strip and 
cut armored cable. 














OTHER TRIANGLE PRODUCTS “Making tt easy for the contractor.” 


A = 7 4 a Round and TRI AN GLE 
oneal Plauibte Neal a Conduit = CON D UIT CO., Inc. 


Non-Metallic Sheathed Cable 








(“Triex”) r General Offices: 
pe + tate Spee Encased Wire DRY HARBOR ROAD AND COOPER AVENUE 





BROOKLYN, N. Y. 


Factories: Brooklyn, N. Y.; Chicago, IIl., am 1 
Butler, Pa. 





In Canada: Canadian Triangle Conduit Co., Ltd., 
Toronto. 











Reg. U. 8. Pat. Off. Reg. U. 8. Pat. Off. 
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The Answer to Popular 
Holiday Demand 


JEWEL, 


ELECTRIC VACUUM CLEANER 


N ian ~ 4 4.7 a 


These Ve. "= Q, 
Attachments pe ul ‘ 
> ‘ ff he \ 

Ney, 


FREE 
i a 
‘ ; ~ 


The JEWEL Electric Vacuum Cleaner appeals to that large middle class which 
forms the bulk of general trade—now so amply able to buy both luxuries and 
necessities in these times of general prosperity. It covers a wide middle field 
crowding high priced machines on the one side with its obvious quality features, 
while on the other competing with the cheaper machines due to its low-price 


appeal. Ideal for the dealer because in the JEWEL he finds the one machine 
that supplies the popular demand. 







_— 






including 
FREE ATTACHMENTS 





rate 


— ————_ 


The JEWEL is the only electric vacuum cleaner selling as low as $44.75 which combines all 
these quality features: Full % H.P. air-cooled motor, Stewart Metal Bronze Bearings, double, 
detachable, soft-hair brush, rear roller adjustment—finest aluminum castings throughout, and 


FREE ATTACHMENTS. 


A TWO YEAR GUARANTEE AND 16 YEARS’ MANUFACTURING EXPERIENCE 
BEHIND EACH JEWEL. 


If your jobber cannot supply you, write us direct 


CLEMENTS MFG. CO. 
608 Fulton Street Chicago, Iil. 
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A copy of this booklet should be in the 
hands of every jobber and dealer who is 
in the radio business to stay. 


This booklet tells the complete story of 
‘Hartman Radio—the only perfectly syn- 
tonized* receivér made. It explains the 
two new inventions incorporated only in 
the Hartman. It outlines our unusual RD 
sales policy and gives our aims. It is the 
complete story. 


Hartman Radio has set a new high 
standard in radio reception. You 
ought to know its story. Write 

for your copy of the booklet. 
It is yours without 
obligation. 
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\Syntonized 


means “perfectly in step 


in tone,” or perfect unt- 

sactranias | The HARTMAN ELECTRICAL MFG. Co 
on, pure tonal ality Mansfield. Ohio. 

wave feng rth Ss Coshocton. 0. Chatham, Ont. 
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The men behind Neutrodyne 


Engineers, physicists, mathematicians, who have placed Neutrodyne 
in its present position of leadership — and who will keep it there 


IN SPITE of the fact that the Neutrodyne receiver of today represents the highest attainments in radio 
development, no expense is being spared, in the continuance of a policy of constant improvement. 

At considerable expense the Hazeltine Corporation and the fourteen companies licensed to manu- 
facture Neutrodyne apparatus maintain a large staff of technical men who devote their entire time to 
research and experiment in radio. These men, whose names are listed below, are the men who have 
brought Neutrodyne to the position of leadership it enjoys today. And these are the men whose ideas, 
designs and inventions will keep Neutrodyne in the forefront of radio in the years to come. 

These men are determined that Neutrodyne receivers will always combine the best in sensitivity, selec- 
tivity, ease and economy of operation, volume and perfection of tone reproduction. 


PROFESSOR L. A. HAZELTINE: M.E. Fellow A.I.E.E. 
Fellow I.R.E. Fellow American Physical Society. Formerly 
professor in charge of the Electrical Engineering Department 
of Stevens Institute of Technology. Inventor of the Neutro- 
dyne Radio Receiver. 

R. W. ACKERMAN: C.E. Schools of Mines, Engineerin 
and Chemistry, Columbia University. Active service U. S. 
Army Engineers, 82nd Division. 

LEWIS M. CLEMENT: B.S. in E.E. F.I.R.E. Assistant 
Chief —~ of high-power Marconi stations in Honolulu 
and San Francisco gD construction and early operation. 
Nine years with Bell Telephone Laboratories in charge of 
radio receiver and special developments, including govern- 
ment transmitter, receivers, secret systems, etc. 


J. W. FINK: M.E. Specialist in audio frequency and loud 
speaker development. 

DONALD O. FRIEND: Massachusetts Institute of Technology. 

S. W. GILFILLAN: Stanford University. 

VIRGIL M. GRAHAM: I.R.E. A.1.E.E. University of Rochester. 

LELAND H. HANSEN: I.R.E. Designer of radio apparatus 
since 1916. Formerly with American Marconi Company, 
1911-1925. Active service U. §. Signal Corps in France. 

FRANK A. HINNERS: F.I.R.E. Pratt Institute. Associated 
with radio development in all its phases since 1909. Among 
earliest workers on quenched spark telegraph in this 
country. In charge transmitter design supplie . S. Gov- 
ernment during war. Chief Engineer extensive overland radio 
telegraph system. 

F. E. JOHNSTON: A.I.E.E. Long Beach, Cal., Polytechnic 
and Sorbonne and Ecole Superieuvr de Electrique, Paris; 
First Lieut. Radio Intelligence Section U. S. Signal Corps. 
Croix de Guerre and Citation. Assistant Engineer in 
charge construction of high-power station at Warsaw, Poland. 
Engineer in charge of Riverhead, L. I., Transatlantic Radio 
Station. 

C. T. JOHNSTON: E.E. University of Iowa. 

THOMAS S. LEOSER: LR.E. Lehigh University. 

W. W. LINDSAY, JR.: I.R.E. Technical School, Hanover, 
Germany. Post-graduate work, Columbia University. 

R. E. MacDOWELL: B.S. in M.E. and E.E.E. Electrical ex- 
perimental work, Radio Telephone Officers’ School, U. S. 
Government. 

R. MacGREGOR: E.E. Provenside 
Academy of Electrics, Glasgow, Scot- 
land. xperimental work in British 


Look for this trade-mark 


Electro-Acoustical Sub-Committee of I.R.E. Standardization 
Com. Member Bur. of Standards, Radio Advisory Committee. 
Member of Component Part Committee of Tech. Sub- 
Committee, A.E.S.C. Sect., Committee on Radio. 

BENJAMIN F. MIESSNER: I.R.E. Member Soc. to Advance 
Science. Purdue University. Authority on electrical acous- 
tics. Engaged in radio research since 1908. 

JOHN W. MILLION, JR.: A.B. University of Michigan. 
Instructor, Mathematics and Physics, Des Moines University. 
Graduate in research, Washington University, St. Louis, Mo. 
Graduate work, Columbia niversity. Development work 
in vacuum tubes and radio reception in Bell Telephone 
Laboratories, July, 1923, to Jan. 1, 1925. 

WILLIAM J. MURDOCK. Designer and manufacturer of 
radio apparatus since 1904. 

J. N. NICHOLS: B.S. in E.E. First Imperial Light Science 
School, Petrograd, Russia. Engineer Instructor, Russian 
Imperial Army, and later French Air Service. 

J. A. NEILSON: Copenhagen Technical School, Denmark. 
Research work in Danish Naval Radio Service. 

BENJAMIN OLNEY: Electro-Acoustical Engineer. Speciall 
engaged in regard to radio fequency amplification and speec 
reproduction, 

LAWRENCE S&S. PHILBRICK. Phillips Andover Academy, 
Massachusetts Institute of Technology. 

F. F. PRELAG: B.S. Vienna, Austria. Engaged in experi- 
mental research work in radio in Europe and this country. 

R. X. RETTENMEYER: M.S. B.S. in E.E. Formerly in the 
Bell Telephone Laboratories in charge of work on high 
quality carrier broadcast systems. 

A. W. SAUNDERS: E.E. Formerly in Bell Telephone Labor- 
atories in radio receiver development design, including 
receivers used by U. S. Coast Guard. 

ROGER W. SEMONS: R.E. Assistant Instructor, Harvard 
Radio School, 1917-22, Design Eng. of broadcast stations. 

F. J. STRASSNER: B.S. in E.E. and E.E. Formerly with 
Bell Telephone Laboratories. Engaged in transmission main- 
tenance matters. District plant engineer for New York 
Telephone Company for eight years. 

HOWARD J. TYZZER: I.R.E. Designer of radio receiving 


apparatus since 1916. 
LINCOLN G. WALSH: M.E. A.S.M.E. A.1.E.E. Stevens 
Institute of Technology. Research 


work in Bell Telephone Laboratories. 





Navy, two years. 

W. A. MacDONALD: LR.E. Uni- 
versity of Paris. Lieut. Sig. Corps 
U. S. Army in France Engineer in 
charge development of airplane radio 
transmitter equipment Signal Corps 
U. S. Army (four years). Consulting 
Engineering Dept., Radio Corpora- 7.8 
tion of America. 

RAY H. MANSON: E.E._ I.R.E. 
A.I.E.E. Member S.A.E. University 
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OTHER PATENTS PENDING 


Chairman, Metropolitan Section, In- 
tercollegiate Convention, A.S.M.E. 


HAROLD A. WHEELER: B.S. in 
Physics, George Washington Uni- 
versity. Graduate work in Physics 
Johns Hopkins University. Engage 
in special research work with Neu- 
trodyne apparatus since 1922. 

S. TRUBEE WOODHULL: B.E.E. 
University of Michigan. Formerly 
with the American Marconi Com- 
pany. Designed transmitting ap- 














of Maine. Chairman Technical Com- 
mittee, Radio Sect., N.E.M.A. Com- 
mittee on Communication. Chairman 


Ie is your protection against patent infringement 
liability 


paratus for United States Navy and 
special apparatus for operation in 
e trenches during the war. 


The following fourteen manufacturers are the only ones licensed to make Neutrodyne receivers and the protection of distributors 
and dealers against patent infringement liability, maintained by the Hazeltine Corporation and Independent Radio Manufacturers, 
Incorporated, applies to none other than Neutrodyne receivers. 


THE AMRAD CORPORATION, Medford Hillside, Mass. 
F. A. D. ANDREA, Inc., New York City 
CARLOYD ELECTRIC & RADIO COMPANY, Newark, N. J. 
EAGLE RADIO COMPANY, Newark, N. J. 
FREED-EISEMANN RADIO CORPORATION, Brooklyn, N.Y. 
GAROD CORPORATION, Belleville, N. J. 
GILFILLAN RADIO CORPORATION, Los Angeles, Cal. 


HAZELTINE CORPORATION 
(Sole owner of “Neutrodyne” patents and trade-marks) 
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HOWARD RADIO COMPANY, Inc., Chicago, III. 
KING-HINNERS RADIO COMPANY, Inc., Buffalo, N. Y. 
WM. J. MURDOCK CO., Chelsea, Mass. 
STROMBERG-CARLSON TELEPHONE MANUFACTURING 
COMPANY, Rochester, N. Y. 

R. E. THOMPSON MANUFACTURING CO., Jersey City, N.J. 
WARE RADIO CORPORATION, New York City 
THE WORK-RITE MANUFACTURING CO., Cleveland, Ohio 


INDEPENDENT RADIO MANUFACTURERS, Incorporated 


(Exclusive licensee of Hazeltine Corporation) 
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Your customers are 








ASKING THESE 
QUESTIONS 


when they buy an eliminator 


“Must I purchase a separate C battery 
and how will I know that a leaky cell is not spoiling: _” 
ny reception ?*? 


In the Freed-Eisemann you do not need a sep- 
arate C battery. Both C and B are supplied be- 
cause a leaky cellina C battery cannot always 
be detected, and yet can spoil reception. The 
Freed-Eisemann power unit gives perfect C power. 


“Must I operate rheostat controls in ad- 
dition to the controls on my set, and how will I know 
that I am furnishing the proper B voltage when I ad- 
just the controls on the Eliminator?" 


Freed-Eisemann is automatic. No controls. 


“Is there a safety door which will automati- 
cally cut off the line current while I’m connecting wires 
to my set?” 


In the Freed-Eisemann the safety door cuts off 
the line current while you make connections. 
When closed, all terminals are covered. 


“Is there a voltage regulator tube in ad- 
dition to the rectifier tube so that I will automatically 
get a steady and not a jumpy current and so obviate 
the necessity of separate controls on the Eliminator??? 


The voltage regulator tube in the Freed-Eise- 
mann B & C Eliminator automatically gives 
your set just the current it needs in changing 
from high to low volume stations. No controls 


on the Freed-Eisemann. A good Eliminator must 
have both a voltage regulator tube and a rectifier 
tube. Two tubes are necessary! 


“Has it up to 27 volts of ‘C’ in addition to 
full voltage of B supply so I can get the most out of 
the power tube in the 2nd audio stage?”’ 


“C”’ governs tone in your set. The Freed-Eise- 
mann Eliminator supplies as high as 27 volts 
of “‘C” in addition to 135 volts of steady hum- 
free “‘B”’ current at the same time. 


“Can my set be ruined by a sudden over-sup- 
ply of B voltage and will the Eliminator beyond any 
chance deliver the exact current and no more?”’ 


If more than 135 volts of ‘‘B” are used with 
your radio, you may burn out the loud speaker 
windings or the transformers in your set. 


Ineliminators having knob controls, you never 
know how much voltage is being delivered. 
The voltage regulator tube positively will not 
pass more than the exact current needed. 


‘When the lights are turned off or on, 
in houses in my neighborhood, does the Eliminator 
maintain an even current ?”? 


The Freed-Eisemann transforms the current 
by the rectifier tube and then maintains an 
automatically controlled, even supply by the 
voltage regulator tube. 


The ONLY Eliminator that answers ALL 


these vital questions with “Yes!” is the new 


FREED-EISEMANN 
Bec POWER UNIT 
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ECEMBER is the time of 
year to be critical,—the time 
to look backward and, in the light 
of past experience, to plan for a 
bigger year in 1927. 








Looking back, it is easy to see 
why the New Gainaday looms 
large as a profit producer. On 
account of its attractive appear- 
ance, it is easy to sell. Because it 
does its work well, it stays sold. 
Being durable and simple, it has 
cut dealers servicing costs to 
practically nothing. It has no real 
competition. Through and 
through it is a quality washer at 
a popular price—the kind of 
washer that dealers have been 
hoping that some manufacturer 
would someday place on the 





Slectric call alex Washer 





market. 

The New Gainaday fran- 
chise is putting $yrup on the Ask us to send you The 
bread-and-butter of hundreds of “Compare” Broadside. It 
dealers. And who doesn’t like tells the New Gainaday 
$yrup? Story. 

















GAINADAY ELECTRIC CO. 3016 Liberty Ave., PITTSBURGH, PA. 
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A New Sales Contest 


E have a new sales contest 

\ \ for you and we hope that it 

will interest you even more 

than the series of “Mistake” prob- 

lems. The response to these prob- 

lems from month to month has been 

very pleasing and the _ solutions 

offered have shown that there are a 

lot of people behind the counters 
who know théir jobs. 

A change was necessary, for there 
are not many fundamental mistakes 
in selling. To have continued these 
problems would have been to repeat 
over and over in slightly different 
language the mistake of knocking, 
over selling, lack of knowledge, nega- 
tive thoughts and such broad classi- 
fications. 

The new series will offer a broad 
field. While the mistakes are limited 
in classification, the aggressive field 
is unlimited. There are thousands 
of ways of doing what we are asking 
about. Smart salesmen are doing 
these things every day; so tell us 
some of them so that your fellow 
workers may try them in their com- 
munity. 

We want you to be prompt in 
sending in your contest letters. Be- 
ginning with the January issue, 
ELECTRICAL Goops will be published 
each four weeks instead of once a 
month. This will shorten the time 
between issues and given to you 13 
issues a year, instead of 12. It will 
make it easier for the reader to count 
ahead to the arrival of the magazine. 
Thirteen issues fit better with the 
issues of the major weekly. 

We are very glad indeed to be able 
to give you one more issue of ELEC- 
TRICAL GoopDSs during 1927, and we 
are wondering if you will be glad to 
receive it. 
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Hoover sales through 

dealers last year exceeded 

$15,000,000.00 — probably 

twice the total dealer sales 
of any other cleaner! 


THE HOOVY ER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners. The Hoover is also made in Canada, at Hamilton, Ontario 





















































Our Holiday Greetings and a Thought 
For a Bigger and Better 1927 


ay E wish you a busy Christmas Season and a prosperous New Year. We 
extend this holiday wish early because the holidays will have past be- 
fore another issue of ELECTRICAL GOODS reaches you. We express our 
sentiment in the form above, because we know that if your Christmas 
Season is busy, your New Year will be prosperous—provided you have permitted 
price cutters to attend to their own business and you have gone along your own 
wisely selected path of selling goods at a profit. 





If these conditions obtain in your business, it naturally follows that you will 
have the usual Merry Christmas and Happy New Year. 


We have a Christmas message we would like you to think over when the rush 
subsides. B. W. Ruarck, Executive Secretary of the Radio Manufacturers Associa- 
tion, suggested it in a recent talk he made before the Electrical Supply Jobbers’ 
Association. 


Mr. Ruarck’s subject was radio distribution. He briefed the qualifications of 
the successful radio dealer as follows: 


1—Contact with the woman buying power. 
2—Ability to service equipment sold. 
3—A sound view of installment selling. 


We check with these points, because Mr. Ruarck had preceded them by estab- 
lishing the understanding that he was talking of proved merchants and he ex- 
pressed no thought of establishing separate stores for radio distribution. He as- 
sumed that radio, as merchandise, belonged in the already established jobber and 
radio establishments. 


We wish to congratulate the Radio Manufacturers’ Association on having a man 
to present their case so soundly and pleasantly so early in the history of radio 
merchandising. 

We also suggest that Mr. Ruarck’s ideas describe accurately the specifications of 
an electrical appliance merchant and the further suggestion that the two lines of 
merchandise are closely akin is obvious. 


The following suggestion comes to us from the electrical field, where coopera- 
tion is the topic of the day and should have a marked appeal, especially at Christ- 
mas time. Recently the electrical industry announced a new cooperative plan which 
recognizes the appliance dealer as a part of the industry and asks him to step into 
the scheme of market development. 


In this step, we believe, there is another specification in common between the ap- 
pliance and the radio merchant. They both can well afford to join in the market 
development plans of the electrical industry. 


In parts of their lines they have much in common. In the future—we see much 
more in common, for the “light socket” radio, undoubtedly a coming factor in the 
market, will be dependent upon wired homes. Also we see in the Radio Corpora- 
tion’s “radio home” more than an ideal. We see in it an idea that we believe can 
well be included in the Red Seal Home idea of the Electrical Leagues. 


We suggest that radio and appliance dealer cooperation is a thought for the com- 
ing year and we will insure that if you think in terms of trade cooperation, your 
next holiday season will be a bit more pleasant than this one—even though you may 
think that impossible. 


Again—the season’s greetings! 
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Sally’s Success Brings Tears 





Then a Convalescent Treatment © 
for Herself and Department 


Dad, as usual, 1s the doctor of philosophy who points out the bridge over 
washout resulting from the flood of sales 


mas; the last belated patron 

was just leaving the electrical 
department in Bangup’s Big Depart- 
ment Store. Sally Hope, the mer- 
curial young buyer and manager, 
knew in advance, by a sort of 
“seventh” sense which all good man- 
agers possess, that the balance sheets 
when they came from the account- 
ing department would confirm in 
black and white her own prede- 
termined conclusions that the season 
just closed was away and beyond the 
best in the history of her depart- 
ment. 

But despite this marvelous 
showing, Sally was feeling 
the effects of a first “let down”’ 
after three strenuous, but suc- 
cessful months of selling. Her 
vitality was at its lowest ebb 
and the tide of the blues was 
beginning to steel over her 
when old man Bangup, who 
had been receiving last minute 
reports of sales as they came 
to him in his private office 
from the various departments, 
now stopped in on his way 
home to congratulate her upon 
the thriving condition of the 
department. 

“I am very pleased with 
your work, Miss Hope,” he 
said smilingly, or as smilingly as 
was possible for him. “See me after 
Christmas and we’ll arrange a bonus 
plan.” But instead of this little 
tribute cheering her up as it was 
intended to do, Sally’s__ spirits 
dropped almost to the crying stage. 

All the way home she tried to 
swallow the lump rising in her 
throat, but it persisted to choke her 
and to send the tears to her eyes. 
She made a valiant effort when she 
reached home to join in the fun the 
family was having over their last- 
minute preparations for the morrow. 


iz was the night before Christ- 
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By Ethel Wan-Ressel Chantler 


“Oh, I’m all right, just tired, I 
guess,” she insisted in response to 
comments about her evident failure 
to display her usual dash and vivac- 
ity. But when Joe Werner, her 
brother-in-law, who was dramatiz- 
ing his technique as an electrician 
by draping a network of cord and 
tiny bulbs about the tree, asked how 
business had ended for her depart- 
ment, she exploded a bomb by aver- 
ring bitterly that it had been better 
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“tam very pleased with your work Miss Hope. 
See me after Christmas and we'll arrange a bonus 


plan.” 


than it would ever be again under 
her régime. 

Joe looked at her in frank be- 
wilderment, unable to reconcile such 
good news with her attitude of des- 
pondency regarding the future. 

“IT never did get you—much, I 
guess, but this time, I’m stumped— 
ab-so-lutely. Mebbe you’re fired?” 
he suggested after ruminating a 
moment. | 

“Lord no, wish I was—in a way. 
But that’s not it. Bangup gave me 
a raise, all right, and all that sort 
of thing—smiled, even—but”... 


14 


and her voice trailed off as she 
stifled a tiny sob. 

“Well?” queried her father, now 
equally puzzled and concerned. 

“Don’t you see!” she exclaimed, 
her over-tired nerves snapping and 
tears welling up in her eyes. “If 
he gives me more money, he’ll expect 
even bigger results next year. And, 
frankly, I’m at the end of my string 
—not a sales idea worth a dime’s left 
in my skull. Pouff!” she tried to 
smile bravely, “Little Sally’s balloon 
is out of gas.” 

Despite the efforts of the family to 
cheer her, Sally clung to the 
idea that she would be unable 
to live up to the high expecta- 
tions which Bangup, in effect, 
had set by raising her salary. 

“Oh, darn! why didn’t I 
save some of those ideas for 
next year!” she cried exasper- 
ated with herself. ‘“‘He’d have 
been satisfied with a lot less 
than I did. I’ve even got 
some of the other departments 
sore at me for setting such a 
stiff pace. And now I’ve run 
myself to death,” she con- 
fessed bitterly, preparing to 
leave the room. 

“Don’t run away from trou- 
ble, Sally,” her father warned 
in a voice which though it 
held sympathy, was intended to 
strengthen her. 

“Sally rallied. “Oh, I'll take it 
with me,” she smiled wanly. “But 
why couldn’t he have kept his darn 
old raise until after tomorrow—lI’ve 
earned a merry Christmas, at least.” 

“You bet you have,” Joe echoed. 

“And if a brand new sales idea 
will help you to enjoy Christmas,” 
supplemented her father — “well, 
come with me.” Taking her consent 
for granted he led the way to the 
little workroom he had built for him- 
self in the cellar—just about the only 





room not then given over to prepara- 
tions for the coming holiday, or 
locked because of presents secreted 
behind the closed doors. 

“Your trouble is, Sally, that you 
are wondering how to continue the 
hustle and bustle of your depart- 
ment—to hold the Christmas atmos- 
phere,” he told her as they sat down. 
“You can’t. If you could, the so- 
called Christmas spirit would then be 
no different than at other seasons— 
see? So it’s fortunate, I guess, that 
we can’t do it. But that doesn’t 
necessarily presage a stop- 
page. Rather it’s a case 
of buckling down again to 
the regular month-in-and- 
month-out grind to sell 
goods—with another | 
Christmas to look forward A li 
to, by way of adding 
variety and spice to the 
day’s work. 

“You’re a dear,” Sally 
smiled, sensing his point / 
instantly. “That’s just ; 
what I’ve been doing; I 
see it now. But just the 
same,” she ended lugubri- 
ously, “I’m bare—not a 
single idea.” 

“Naturally,” he smiled, 
“You are trying to invent 
something very original. 
Don’t! Just study your public—let 
the habits and characteristics of 
your public suggest the next move. 
For example,” he continued, noting 
her perplexity, “after the gaiety and 
excitement, the over eating, late 
hours and general strain of the holi- 
day season, what follows? What is 
the cartoon that the newspaper car- 
toonists so love to draw to visualize 
this condition—not the one about 
broken resolutions, but .. .” 

“Oh! you tummy aches—colds, 
chills and fevers,” she gurgled. “I 
get you. That’s marvelous, who’d’ve 
thonk it!” and she rushed to embrace 
her parent. “You sure win the 
brown derby when it comes to ideas,” 
she said enthusiastically, her spirits 
rising by leaps and bounds. 

“Come on, now, let’s go and help 
the others whoop things up. You’re 
an angel and I got the idea’n every- 
thing. You mean that every rose 
has its thorn, every hill its valley— 
Gosh!” she hugged him close. “Gee! 
but selling is interesting when you 
work it out that way. I’ll give you 
all my plum pudding,” she smiled. 
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“You schemer,” he joked, “want to 
make a customer out of your poor 
old Dad, too, eh? Well, I’m not the 
only person nowadays who has 
learned that massage and vibration, 
and electrically applied heat offers 
a safe and easy road to health... .” 

“Wait!” she interrupted, “I’ve al- 
most got it. The—the—The Elec- 
trical Way to Constant Health,” she 
declaimed, writing it out large in the 
air with her finger. Oh! but you’re 
a help,” she confessed tenderly as 
they were returning to the others. 








desired atmosphere, the dark ceiling 
and wood work of the window were 
concealed behind white sheets and 
shower curtains and the floor was 
covered with linoleum of a marble 
squares design. The final touch was 
imparted by the presence of a demon- 
strator dressed in a nurse’s uniform. 
In the window for demonstrating 
purposes, conveniently disposed upon 
a table, were an electric heating pad, 
a vibrator, violet ray machine, 
therapeutic lights, immersion heater. 
and a portable air heater. Also, for 
use by the demonstrator at 
psychologically right mo- 

ments throughout her con- 

! tinuous performance, were 

4. placards which she held up 
to crystallize her actions 
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“The electrical way to constant health,” she ex- 
claimed, writing it out large in the air with her 


finger 
“Don’t tell them, please. Wait until 


it’s worked out.” 
¥ * * 


“You’re a smart girl, Miss Hope, 
and I’ll arrange for some advertising 
space for you later,” Mr. Bangup told 
her approvingly when at the end of 
their first interview after Christmas, 
she had outlined the first step of her 
sales plan for the new year. 

The plan was quite simple, much 
as she and her father had worked it 
out on Christmas Eve. But in addi- 
tion to promoting immediate sales, 
it served to implant a thought which 
resulted in many additional sales 
throughout the months that followed. 

Across the back of the display 
window which Sally was to share 
with several other departments 
whose merchandise fitted in with the 
scheme, was suspended a large sign, 
reading: THE ELECTRICAL WAY TO 
CONSTANT HEALTH. The effect of 
this was heightened by a border of 
heads of men, women and children, 
which the artist had drawn with 
happy, smiling countenances. 

By way of further suggesting the 
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into statements which the 
public would understand. 

One of these placards, 
which she displayed after 
having used the vibrator, 
and the violet ray machine, 
was entitled “This Way 
Out.” Below were listed— 
Aches, Pains, Sore Muscles. 
Rheumatism, Colds, Chills, 
Sluggish Circulation. 

Another one read— 
“Begin 1927 — Painless.” 
Beneath this heading ap- 
peared this simple message: 
—“Everybody knows the value of 
sunlight and penetrating warm rays 
in helping Nature tone up the system 
and dispel pains. But where get such 
sunlight during the winter in Bustle- 
burgh? Easy. Heat too. Bring 
your aches and pains inside and let 
us demonstrate.” 

Still another placard, used in con- 
junction with the demonstration of 
portable air heaters, the therapeutic 
light and the immersion heater, was 
entitled “Heat Inside and Out.” Be- 
low was this statement: “Treat 
yourself to a daily heat bath and 
start the day with a glass of hot 
water taken immediately after rising. 
Ask the many who have profited by 
this. Take a tip from pussy cat; she 
just loves heat. Has nine lives, too. 
Come in and try—the ELECTRIC 
Way.” 

At intervals during the demonstra- 
tion, the demonstrator would pause 
and call attention to a grouping of 
descriptive literature supplied by the 
manufacturers, after which _ she 
would hold up a placard reading: 

(Continued on page 40) 
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Poor Selling 
Leads Causes 
For Returns 


6é UCH returns of electrical ap- 
S pliances as we have are due 
to three causes: 

1. Poor selling. 

2. Gifts not wanted or duplicates. 

3. The shopper takes so much of 
the salesperson’s time that they feel 
they must buy, order the appliance 
sent out c.o.d. and then refuse it.” 

The speaker is the manager of one 
of the largest electrical goods de- 
partments in the country. On busy 
days he has as many as twenty sales- 
people in his department. He always 
keeps in close touch with the re- 
turns. Item number one concerns 
him very much indeed. No. 2 not so 
much and number 3 concerns him 
only because of the discouraging ef- 
fect it has on the salesperson. 

“The most discouraging feature of 
the appliance business,” he said, “‘is 
the laxity of salespeople. They seem 
to forget that a very high percent- 
age of appliance customers are mak- 
ing their initial purchase of that 
particular appliance. 

“As these people are new custom- 
ers, the appliance should be explained 
to them very thoroughly. To those 
of us who are associated with appli- 
' ances, it seems a simple thing to use 
a toaster or a percolator; but to the 
person who has never used one it is 
not so simple. 

“People think of electricity as be- 


ing ‘quick as lightning,’ and this. 


makes for something of a handicap 
on the first use of all appliances, 
even the toaster. People apparently 
think that it should raise a high heat 
instantly. Really, the toaster does 
heat in an amazingly short time, but 
it does not, of course, equal the in- 
candescent lamp in coming into its 
full use. 

“People will bring back grills and 
table stoves because they do not come 
to intense heat instantly, and then 
we must explain that while the elec- 


the writer a larger payment. 


electrical goods de 
the incident is tol 








What is your best sales stunt? 
$15 for the Best, $2 Each for Others Accepted 


2 HE series of “Where is the mistake problems” having so well 
served the purpose in bringing out the weaknesses in selling 
appliances, we are this month announcing a change of program. 
Tell us of your best sales stunt. It may be a remark applied to 
a single sale; a thought that overcome cut price competition or 
bad terms competition; something that drew many people into 
the store; a suggestion for advertising or any phase of selling. 
Any idea that promotes legitimate merchandising of electrical goods. 
The editorial staff of ELECTRICAL Goops will be the judges and 
will pass on all letters in our hands Dec. 20. We reserve the right 
to hold any ideas for development into stories, which will bring 





The requirements are that the writer shall be connected with the 
rtment of a merchandising establishment; that 
in 150 words and that it be an actual incident. 

Address Sales Contest, ELECTRICAL Goops, 239 West 39th Street, 
New York City. Competition closes Dec. 20. 





tricity does act instantly, that we 
have not yet overcome the fact that 
it requires a short space of time to 
bring metal to a high heat. 

“Right selling would avoid this. 
We really had much less question 
about the percolators equipped with 
the safety switch when that device 
was new than we do now. The rea- 
son, of course, being that when it 
was new it was interesting to the 
salespeople, and they talked about it. 
Now that it has become an old 
friend, they are like the small boy 
who was showing a visitor the fam- 
ily photograph album. After the vis- 
itor had disclaimed knowing Uncle 
John or Aunt Mary or Cousin Ab- 
ner or any of the kinfolk the small 
boy had always known, he asked in 
astonishment, ‘Don’t you know any- 
body!’ 

“Successful electrical goods sales- 
people must remember at all times 
that some of the customers of to- 
day have just had their homes wired 
and are living with electricity for 
the first time; or perhaps they have 
just moved into a wired home. It 
must be remembered that slightly 
more than one-half of the homes in 
this country are wired. 

“Salespeople must remember that 
of the people living in wired homes, 
perhaps one-fourth have no appli- 
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ances and one in eight have toast- 
ers and one in nine percolators. 

“Salespeople must remember that 
the average appliance cord is not as 
sturdy as the iron cord, and most 
people using cords use only the iron 
cord. 

“We are still pioneering. This is 
shown by the treatment of people 
returning electrical Christmas gifts. 
This percentage is not so heavy as 
to discourage us as boosters of gift 
buying. It really is a very small 
percentage, and in most cases a skill- 
ful salesperson can persuade the re- 
cipient of the gift to keep it, if the 
salesperson will ‘sell’ it just as 
though they were making an orig- 
inal sale. The only case where we 
regard the return of a gift as a 
closed incident is where the recip- 
ient of the appliance lives in an un- 
wired house. If the gift is a dupli- 
cate, we seek an electrical exchange. 
{f they say merely, ‘Don’t want it,’ 
we try to create the desire for it. 

“The third cause exists because 
people are what they are. The cure 
does not lie in the store, but in the 
general education of the public. It 
is a part of the gamble of merchan- 
dising. The chief regret over such 
a return is that when the salesperson 
learns of it, it is apt to be discour- 
aging.” 
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“Knocking” is 
never helpful 
in sales talk 


HE washing machine problem 

—the last of the series— 

brought in a flood of excellent 
solutions. The decision has been 
difficult. Every entry spoke of the 
uselessness of “knocking” a competi- 
tive line or merchant. That, of 
course, was the main point. 

There is a fine line of distinction 
as to whether the salesman should 
have in any way referred to the de- 
signer. We are inclined to think 
that he should have ignored the per- 
sonal element, simply admitting that 
the designs were similar. Some of 
the contestants said “there are cer- 
tain factory affairs that should not 
be told.” We agree with that. 

If the salesman had avoided refer- 
ence to the designer and his pros- 
pect still was not satisfied, then that 
feature could have been brought in. 

You will, of course, note that the 
contest feature is to be continued on 
a different basis and we hope to hear 
from all of you next month. The 
awards are: 

Clarence FE. Miller, Northern 
Hardware Co., Edmonton, Alberta, 
Canada. 

F. M. Stern, Bon Marche, Inc., 
Asheville, N. C. 

J. Thornton, Kingsville Lumber 
Co., Kingsville, Tenn. 

W. A. Kempe, W. A. Kempe Hard- 
ware Co., Red Wing, Minn. 

E. H. Clark, East Jordan Lumber 
Co.’s Store, East Jordan, Mich. 

Jeanne Toomey, Pomeroy’s Inc., 
Harrisburg, Pa. 

Mr. Miller develops his thought 
in a very orderly manner. The caps 
used in presenting it are his: 

“NEVER KNOCK AN ARTICLE 
—Knocking the competitor’s machine 
is the primary mistake in this wash- 
ing machine demonstration. 

“KEEP SILENT—The salesman 
gave out unnecessary inside informa- 
tion when he told about the inventor 
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marked: 


machine. 





The Problem 


Two women and a man stopped to watch a washing machine 
demonstration and were much interested. The women asked sev- 
eral questions that were satisfactorily answered. 


“Your machine seems quite similar to the Blank.” 


“Oh, that machine!” exclaimed the demonstrator. 
invented that made so many mistakes he was fired. Our 
hired him, and working under our engineers he designed this 
Now those people are making that machine from cheap 
parts to try to get their money back.” 


The man re- 


“The man who 
ople 








making so many mistakes. He should 
be more conservative in his state- 
ments against Blank. By mention- 
ing the mistakes, which the same 
workman made on the Blank, he cast 
a reflection on his own machine. 

“OFFER CONSTRUCTIVE 
IDEAS—The better policy would 
have been to have shown the similar- 
ity between the two machines and 
demonstrated how his was superior. 

“HAVE REGARD FOR THE 
OTHER MAN’S CONVICTIONS— 
In answer to the man’s question, the 
salesman should have said that the 
Blank may be a good machine and is 
in some way simiiar to ours because 
the same man designed both. He is 
now in our employ and with the help 
of our engineers, has been able to 
make improvements. Then he should 
have shown the improvements made. 

“BOOST—The salesman seemed 
to know more about the Blank than 
about his own machine, as he told 
the poor qualities of it. Instead, he 
should have shown the good qualities 
of his own machine, which should sell 
on its merits, and have offered to 
demonstrate against the Blank.” 

Mr. Stern covers much the same 
ground. Some of his expressions are 
very good. He says, “The demon- 
strator’s talk was totally inconsis- 
tent.” Also, “Why waste time 
knocking when those minutes can be 
so successfully used im impressing 
upon the prospect the good points of 
your own merchandise?” 

Mr. Thornton says “Of course, 
one’s conversation must be governed 
by the prospect as to how much to 
talk on a certain point and how 
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much not to talk about it. But un- 
der no circumstances would I talk ill 
of a recognized good article sold by 
a competitor. Neither would I knock 
a competitor regardless of the meth- 
ods he used against me.” 

Mr. Kempe says, “Nearly all of 
our local stores sell goods that are 
standard, recognized lines. We be- 
lieve that the average American to- 
day realizes that there are many 
makes of goods, any one of which he 
may select, knowing that it will be 
dependable; will give satisfactory 
service and backed by a manufactur- 
er and retailer from whom he can 
expect a reasonable adjustment if 
anything goes wrong. 

“The salesman’s job is to help the 
customer select the appliance that 
will meet his needs best. Any stand- 
ard electrical appliance has enough 
good féatures to make it unnecessary 
to run down any other appliance.” 

Mr. Clark makes this cryptic re- 
mark: “The salesman probably 
started a negative train of thought 
in the prospect’s mind.” 

Miss Toomey reads out of the 
problem the thought that the sales- 
man was not as well sold on his own 
machine as he might have been. 

Further, she says: “In selling all 
electric appliances, one must under- 
stand thoroughly just what labor 
savers they are. Personally, I 
think the washers I am selling are 
the greatest on the market. 

“It is very poor policy to knock a 
competitor. Tell him your machine 
and Blank are similar, then prove 
yours best in labor saving, con- 
struction and economy.” 





Planning Your Christmas 


Radio Advertising 


These specific suggestions have built business for other 


dealers and will help you to build immediate 
and future sales 


By Arthur Sinsheimer, Radio Editor 


NDOUBTEDLY this will be 
| | the greatest holiday selling 

season that the radio indus- 
try has experienced and if you in- 
tend to cash in on it, you’ve got to 
plan your campaign of action right 
now. 

Of course, your holiday stock of 
sets, parts and accessories has al- 
ready been ordered and most of it is 
delivered, in which case it’s time 
right now to get your radio depart- 
ment all dressed up with plenty of 
Christmas atmosphere to promote the 
idea that radio is an exceptionally 
appropriate gift item—whether it be 
sets, parts or accessories for the 
friends and relatives on your cus- 
tomers’ long lists. 

And it isn’t only in the department 
itself that this Radio -Gift-Giving 
should be featured, but your window 
displays, newspaper advertising, dis- 
play cards and direct mail work must 
likewise carry the message continu- 
ously so that the impression is 
created in the minds of your trade 
that you have made splendid _ provi- 
sion for helping them choose radio 
gifts which will bring maximum 
pleasure to any recipient on their 
lists. 

If possible, set aside a window— 
or part of one—as a Christmas Radio 
Window for the next three weeks 
and in it—from now until Christmas 
—keep changing your displays of 
sets, kits, chargers, eliminators and 
other up-to-date accessories. Also 
you might show various small tools, 
hardware, tables, cabinets and allied 
items as can be made to appear as 
adjuncts to radio sets and set con- 
struction. 

Have plenty of holiday atmosphere 
as an attraction for this special radio 
window. 

Now for the newspaper advertis- 
ing. Whether you advertise in a 
daily, a weekly or print your own 


store paper, map out a certain sec- 
tion in a prominent place in the ad 
and stick to that space in every ad 
you publish from now until Christ- 
mas. It probably will bring you such 
good results that you can continue 
with it even after the holidays. 

Label it the “Christmas Radio 
Corner” or some other such caption 
and feature alternately such things 
as “sets for the home;” “kits for 
the young mechanics;” “a set for 
that Mother of Mine;” “he’ll like this 
‘B’ battery eliminator;” “a speaker 
that musical Sister will enjoy,” and 
there are hundreds of other items 
you can talk about. This will help 
you move just the items that you 
want to get turnover on and the 
tired Christmas shopper will thank 
you for the suggestion. 

If the advertising space which you 
set aside for this radio section is 
small, say one or two columns by 
three or four inches deep, feature 
strongly one item with picture, 
description of what the item will do 
and the price; with a good headline 
along the personal appeal such as 
those mentioned in the previous 
paragraph. Should your allotted 
space be larger, two or three items 
can be featured in the same way and 
also at the bottom several other 
items can be listed and priced. 

Direct by mail work can be car- 
ried out along the same lines as your 
newspaper advertising except that 
here you can put the personal touch 
into the copy. Radio inserts with 
any bills or letters the store sends 
out are also in order and even neatly 
printed folders wrapped up in every 
package that leaves your store is a 
stunt that will pay you profitably. 

Feature your service to the n’th 
degree. There are hundreds of 
people who would like to buy radio 
sets but they are afraid to do it 
because of a misconception that it is 
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The Man Who Knows 


too complicated for them to handle. 
I know this to be a fact because most 
every day some one of my own co- 
workers asks me “how to go about 
buying a set that will be easy to put 
up and simple to operate.” You’d 
be surprised to know what a feeling 
of satisfaction and relief it is for a 
prospective customer to know that a 
dealer guarantees that the set will 
work after he installs it. 

The word “service” is so glib on 
every tongue that it doesn’t mean 
very much these days unless you 
become specific as to just what it 
stands for in your store. Here’s a 
point that you should forcibly fea- 
ture and there’s no better time to 
do it than right now when Christmas 
buying is at its peak. 

And there is just one more thing 
I want to say concerning prices. 
Never mind what the other fellow 
does on the “cut-price” basis. Figure 
the cost of your items, add a legiti- 
mate mark-up that will include every 
overhead expense and then mark the 
selling price in clear, bold figures. 

Don’t for one minute try to com- 
pete solély on a price basis—it’s 
ruinous and sooner or later will put 
any merchant who tries it out of 
business. Fair prices well adver- 
tised, backed by a good reputation 
and reliable standard merchandise 
will spell your success in a com- 
munity every time whether it’s 
rugs or radio you’re trying to sell. 

Here you have a skeleton outline 
of action and suggestions for a well 
planned Christmas radio business 
that ought to bring you not only 
extra profits during the next three 
weeks, but will so add to your 
prestige in the community that long 
after the holidays are over you’ll find 
business coming your way. If some 
of the suggestions pointed out here 
are too brief for your use, wire and 
I’ll send whatever help you need. 
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Are You Encouraging Outdoor and Community Christmas Lighting? 


— 


These photographs come from Denver, taken during the 1925 Christmas season. The upper picture is the home 
of the Rev. D.C. Bayless. The lower is the Union Railroad Station. Some dealer sold a lot of lamps. 
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Radio and Electrical Appliances Well Displayed in Chicago 


rece eas ad 
The above radio exhibit was for the fall opening of the Mandel Brothers store on State Street. The 
corner columns are sculptured with radio emblems—suggesting enjoyment and entertainment from the 
receiver. Baseball, pulpit, music, sermons and other features of broadcasting are represented. The columns 
are blue with polychrome effect, the wrought tron grill in antique gold. The exhibit is designed by W. L. 
Stensgaard of the Stewart-Warner display service. Mr. Schoonoever is manager of the Mandel Bros. radio 
department 
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The Davis Co. is the only Chicago store showing housewares on the first and second floors. The department 

has 100 feet of window space. Electric cooking and laundry appliances are shown in comparison with 

non-electric equipment for the same purpose. This display is on main floor, looking toward the balcony. 
The prominent location has been in use several weeks and brought increased business. 
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Why Eveready Layerbilt is 
the most economical “B” battery 


HERE, in the radically differ- 
ent Eveready Layerbilt, is the 
‘“B” battery which tops them 
all. Instead of the usual as- 
sembly of round cells, it is 
built of flat layers of current- 
producing materials. This 
construction, exclusive to 
Eveready, makes use of the 
spaces now wasted between the 
round type cells and avoids 
the usual soldered wires. 

Test after test has proved 
that this battery is the most 
economical “B” battery ever 
built, and you can make that 
flat-footed statement to all 
vour customers. Tell them that 
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ever built! 


on all loud speaker sets the 
Eveready Layerbilt will give 
twice the service of the 
smaller Light-Duty batteries. 
It is far and away the most 





Tuesday night means Eveready Hour —9 


P. M., Eastern Standard Time, through the 
following stations: 


wTaM-—Cleveland 
ww) Detroit 
WGN~-C hicago 
woc—Daven port 

{ Minneapolis 
| St. Paul 
Ksp~—St. Louts 

wrc-W ashington 


WEAF—New York 
WJAR- Providence 
WEEI- Boston 
WTAG-—W orcester 
wFi—Philadelphia 
wcorR- Buffalo 
wceaE—Pittshurgh 
WSAI-Cincinnati 


EVEREADY 


Radio Batteries 


-they sell faster 


WwCcco 
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economical source of “B” 
power obtainable. It is also 
the most reliable and depend- 
able. It delivers pure D.C. 
(pure direct current) which is 
essential to true tone repro- 
duction. This is the best “B”’ 
battery we have ever built, 
and we firmly believe that it 1s 
the best “B” battery available 
on the market today. Order 
from your jobber. 


Manufactured and guaranteed by 
NATIONAL CARBON CO., INc. 
New York San Francisco 
Atlanta Kansas City 


Canadian National Carbon Co., Limited 
Toronto. Ontario 


Chicago 





Electrical Show Brings Biggest 
Appliance Week 


Excellent cooperation is extended to The Palais Royal store by electric service 
company and others for a special demonstration 


HE PALAIS ROYAL store in 

Washington recently regis- 

tered its largest week in elec- 
trical] appliances during an electrical 
show held in the store. 

A photograph of the exhibition 
space and a reproduction of the in- 
troductory advertisement are repro- 
duced on this page. In telling of 
this exhibition, A. E. Pyne, house 
furnishing buyer, writes: 

“Your publication, to a= great 
measure, is to be given a great deal 
of credit for our success, as our 
original ideas came from an article 
we read in it several months ago. 
We secured a great deal of informa- 
tion from Mr. Kaufmann in Pitts 
burgh, and also from local utility 
companies here and we are pleased 
with results.” 

Mr. Pyne refers to a story of the 
“Kaufmann & Baer Modern Home 
Electrical Show” which was printed 
in the Aug. 7 issue of ELECTRICAI 
oops. In a more detailed statemen’ 
of the success of the exhibition, Mr. 
Pyne writes: 

“Our sales increased immediately 
on every item which we demon- 
strated and sold. In fact, on smaller 
appliances such as toasters, waffle 
irons, percolators and the like, our 
sales were larger for that one week 
than ever in the history of the store, 
and we attribute this success to the 
fact that the customers called to see 
the demonstration. 

“Regarding our advertising—we 
secured the cooperation of the Cap- 
ital Traction Co., one of the car lines 
operated in our city; the Potomac 
Electric Power Co., that supplies the 
electrical current here; The Bell 
Telephone Co., and several other 
minor demonstrations. 

“We were greatly pleased with 
the immediate results and figure 
that it is going to help build a 
better electrical department for us.’ 

Mr. Pyne’s experience in obtain- 
ing cooperation from the utility com- 
panies is similar to that of other 
stores holding shows. 
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Introductory advertisement for The Palais Royal Electrical Show and a 
photograph of the demonstration space. 
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More Grand Prize Eu- 





Eureka advertising have 
made the name “Eureka” 
stand for the best in 


electric cleaners. Itis 





asked for by name. 






On six different occa- 
sions, the Eureka has re- 
ceived the Grand Prize 
or Highest Award in 
international competi- 


rekas are purchased to- 
day than any other 
single “make” of electric 
cleaner. Approximately 
every third purchaser of 





tion. Reputation makes 


an electric cleaner selects 














The amazing Eureka “High- 
Vacuum”’ Test has opened the 
eyes of thousands of women 
to the unmatched cleaning 
efficiency of the Eureka “High- 
Vacuum” Principle of Clean- 
ing. They can believe what 
they see. Talk is cheap: 











Me for quick sales. 











the Eureka. 





For Christmas gifts, 
men select merchandise 
of established reputation. 
As they are eleventh 
hour purchasers—they 
buy quickly if satisfied 
they are buying “right.” 
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Y And there'll be 


more Eurekas sold this Christmas than 
any other single “make” of electric 
cleaner. You don’t have to be an 
Eureka dealer to know this—but you must be one 
to get your share. Get aboard the “band wagon” 
—it will pay you well. Wire or write immediately. 
EUREKA VACUUM CLEANER CO., DETROIT 
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NE reason why Cleveland is 

the best electric appliance 

city is that every suggestion 
that comes to President J. C. North 
and his assistants is grist for their 
mill and, incidentally, they can see a 
suggestion where others cannot. 

The cover picture for ELECTRICAL 
Goops March 23, 1925, issue was a 
scene in an employment office. <A 
buxom negress is asking the young 
woman giving to her an address for 
a job “Is yo’all sho’ dey got a ‘lectric 
washer ?” 

To most readers this was a joke. 
To Mr. North it was a suggestion. 
He saw instantly what a market 
would be opened if the domestic 
servants did demand electric appli 
ances. Also he saw an opportunity 
for a public service by contributing 
to a better home help 
situation. 

Without delay plans 
were started for the 
negro classes, the plan 
being practically the 
same as for the white 
classes. The sources 
for these classes are: 

Domestic science 

class from high 
school. 

Women’s. societies 

from the churches. 

Electric home exhibit 

in negro residence 
district. 

There were added to 
these classes two more: 

servants sent to 

classes by employ- 
ers. 

Bovs from high 

school technical 


classes. 


Cleveland Electrical League 
Tackles the Servant Problem 


The attendance at all classes was 
very excellent. Miss Jean Scott, 
demonstrator for the League, says 
she thoroughly enjoys these classes 
because those attending are intensely 
interested. They remain after the 
formal session to ask questions. It isa 
business problem with many of them. 

For the electrical home, a staff of 
negro girls was carefully trained as 
lecturers and demonstrators. One 
was stationed in each room and visi- 
tors were admitted in groups as 
could be accommodated and were 
detained in each room until the 
demonstration was completed. All 
Cleveland electric home exhibitions 
are conducted in this way. They are 
not merely sight seeing excursions 
through the demonstrations rooms. 

Each visitor in a class is supplied 
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got a 'lectric washer?” 





with pamphlets at the conclusion of 
a session. These pamphlets, especial- 
ly prepared by the League for this 
purpose, amplify the demonstration 
and give the visitor something to 
study. The negro visitors especially 
liked these books. There are cook- 
books, house lighting facts and 
others. A practical book on the tech- 
nical phase of electricity is extreme- 
ly popular with the boys, who are 
close students of house wiring and 
the mechanism of appliances. 

Appliance sales have been traced 
directly to this demonstration work 
and several times women have come 
to the League rooms with servants 
to see the appliances concerning 
which they heard so much following 
the demonstration. 

It is a rule with the Cleveland 
League not to. give 
merely sightseeing ex- 
hibitions. Whenever a 
demonstration is. or- 
ganized, either in the 
show rooms or in an 
electric home, persons 
are admitted only as 
they can witness the 
entire demonstration. 

It is Mr. North’s 
opinion, founded on 
long experience, that 
merely getting people 
to look at appliances or 
the fixtures amounts to 
little. Customers are 
made only when they 
understand what they 
will do. Results, show 
a smaller attendance 
but an understanding 
attendance is’ better 
than large numbers of 
mere spectators. 
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On" Xmas 


Gift Lists” 
— everywhere 
















IXvery year Xmas sales on Premier Duplex 

















| get bigger. More and more husbands give 

A big Xmas them to “Wife.” More and more families 

so cis aes give them to “Mother.” The Premier is fast 
Sage Wee becoming the most popular item on the 
Evening Post. Xmas list. Just keep the cleaners where 

é Speers folks can see them—tie in with the nation- 
einen cay wide Xmas-gift advertising campaign—and 
Ys page in Ladies’ Home make use of the Xmas sales material. And 


watch your sales flare up. 


Y% page in Woman’s Home 
Companion. 
Y2 page in Pictorial Review. [f you are not already a Premier Duplex dealer, 
_~@ write or wire today for the details of the valuable 
. franchise. 
Lots of Xmas material for 
your use. 


Xmas folders for mailing and 
counters. 


Xmas car cards, counter 
cards, window cards. 


Xmas window displays. 











cpremies 
uple 


ELECTRIC VACUUM CLEANER CO., INC. — 
CLEVELAND, OHIO 


Manufactured and distributed in Canada by the Premier Vacuum Cleaner 
Company, Ltd., Toronto. 


Send for your share of them. 
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The Letter That Electrifies Christmas Thinking 


The Season’s Greetings: 


AVE you decided on your gifts for this 
H year? 

Why not make this an electrical 
Christmas and give something the entire fam- 
ily will appreciate and enjoy all year? 
Mother would have a Merry Christmas every 
week if the washing was made a joy instead 
of a burden. Order a Electric Washer 
to be delivered for a Christmas surprise. 

Perhaps, though, you have a washer. Well, 
here are a number of other electric sugges- 
tions the entire family would enjoy and, by 
clubbing together it doesn’t cost anyone very 
much. 








A Vacuum Cleaner. Just imagine the 
bliss of escaping that torn-up period 
known as housecleaning! 

A Ironer—everything ironed without 





hours of weary work over a board. 


Range—meals cooked without fret or 
frenzy. 


HEN, too, there are any number of small- 

er gifts—grills, toasters, waffle irons for 
those delightful informal suppers; percolators, 
curling irons—there is no end, and every one 
would mean lasting happiness. 

And’ don’t forget the children! Electric 
trains will never go out of style as long as 
boys are boys, and men are only boys grown 
tall. The girls like them, too, so everyone is 
happy when an electric train is part of Christ- 
mas. 

An electric Christmas will be a happy 
Christmas—not only for one day, but for all 
the days that follow. 


Yours for Christmas happiness all year, 


A 





L. F. Holloway Hardware Company. 











Electric Christmas Drive in City of 10,000 


IR crisp and cold, stores and 
A windows bright with Christ- 
mas decorations, the spirit of 
Christmas in the very atmosphere— 
and the electrical department at its 
best! 

More and more the world is com- 
ing to realize the value of electrical 
helps in the household, and more and 
more the tendency is growing to 
make Christmas gifts not only 
things of beauty but of joy forever 
in their practical service; and where, 
pray tell, can such gifts be found in 
greater numbers than among elec- 
trical goods? 

Before the problem of what to 
give has become a nightmare, the 
L. F. Holloway Hardware Co. sends 
out letters like that set out on this 
page. 

Of course, electrical goods are 
prominently displayed in the store 
and attention is called to them at 
every opportunity. Electric per- 
colators are made in such attractive 
styles that they are very alluring, 
and even in larger places you may 
find people who are not acquainted 
with them. 

Last winter one of the salesmen 
in the Holloway organization sold 
the complete set of percolator, tray, 
creamer and sugar to a man who 
had never heard of a percolator, let 


alone an electric one! No, he wasn’t 
a wild Indian! 

Undoubtedly there is a field for 
electrical goods of all kinds, and an 
opportunity to educate the people to 
appreciate them. The higher priced 
goods are coming into favor more 
as the realization grows that the best 
is always cheapest in the long run. 

Christmas windows may be given 
very strong pulling power is careful 
attention is paid to their arrange- 
ment. 

Electrical goods and Christmas 
make such a wonderful topic for dis- 





This store satin na this program 
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cussion that the difficulty lies in 
knowing where to stop talking. How- 
ever, three points should be kept in 
mind: 

Bring electrical goods to the at- 
tention of your customers early 
enough to allow the idea to become 
fixed in their minds before actual 
shopping is begun, and keep atten- 
tion on them all through the holiday 
season. 


— y electrical goods in the 
very best part of your store, and 
“a _ ak attractive manner pos- 
sible. 


Arrange electrical goods in your 
windows with the thought of ap- 
pealing to the love of the beautiful, 
the helpful, the practical in the 
hearts of all passers-by. 

And then, with your own heart 
full of the Spirit of Christmas, study 
your customers, put yourself in the 
place of the person who wants to 
buy a real gift for one he loves, and 
earnestly seek to serve by your sug- 
gestions. Sales will be the inevi- 
table result, and the cash register 
will ring Christmas chimes right 
merrily. 

Fremont is a typical Nebraska city 
of about 10,000 people and we find 
that the highest type of sales pro- 
motion methods used in larger com- 
munities serve well here, perhaps 
better than in the larger communi- 
ties, for here it is friend speaking 
to friend. 


























Round-cornered oven— made in one 
piece, porcelain enameled both on the 
tnside and outside. Absolutely rust- 
proof. Easilycleaned—nocornersorcre- 


vices in which dirt or crumbs can lodge. 


. Sa 


Automatic Temperature 
Control— Maintains an 
even heat at any degree 
desired. Accurate—as- 
sures best baking results. 
away—for any pre-deter- 
mined h of time. 





Coped-U p Cooking Top— 
Makes for easy cleaning. 
Also prevents boiled-over 

foods from run- 

ning down into 
range. 


C 





Reciprocating 
Switch — Every 
L@H Electrics 
Range Unit is 
controlled bya 
reciprocatin 

switch. Whic 

can be turned 
either tothe right 
or left to the 
t needed. 


Whaat does this mean to you? 


Just this—you can sell L@H Electrics Ranges 
with assurance that your profits will stay profits! 


As a dealer, you know what happens on servic- 
ing calls—your profit is eaten away—you’re not 
getting the earnings to which you are entitled. 


L&H Electrics have eliminated many service calls. They're 
built with that one thought uppermost. Here are such 
strong features as the one-piece, round-cornered oven that is 
porcelain enameled both on the inside and outside, conduit 
enclosed wiring, individually fused units, automatic time and 
temperature controls and other outstanding, worthy points. 


Learn for yourself why you should be selling these ranges. 
Write to us today. 


Insist on Af] ELECTRICS 





Ranges Urn Heaters Testing Ovens 

Hot Plates Table Stoves Heaters 

Toasters Waffle Irons Irons 

Curling Irons Heating Pads Air Heaters 
Manufactured by 


A. J. LINDEMANN & HOVERSON CO. 
435 Cleveland Avenue, Milwaukee, Wis. 
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EDITORIAL PAGE 


said it was ‘terrible’ and offered the services of a 
company expert. This man reduced the number of 
lamp fixtures one-half, our monthly bill one-third and 
gave us better light. Our store is now an advertisement 


Associated Merchandise 


HE value of associated merchandise is well estab- 
| lished, as is noted from the method of display in 
any store. Ribbons are kept together, just as are 
pocket knives, so that the line can be shown to each 
customer. There is a very definite association in the 
minds of people of the various items of electrical mer- 
chandise. We believe that the first step toward an 
electrical goods department is to attract electrical 
buyers. Incandescent lamps are the most common item 
of electrical purchase. Small appliances come next, then 
larger appliances. Thus lamp sales help the cleaner 
and washer sales and the lamp dealer who has nothing 
but lamps for sale is missing many associated sales. 





Large appliances are family gifts—the members 
of Christmas Clubs are excellent prospects. 





Cooperative Advertising 


HERE is one thought we want to offer about the 
various cooperative advertising plans in the elec- 
trical industry. It is this: If the idea is to do 
a better job of the advertising, the plan is an excellent 
one; if the idea is to save money, the idea is “all wet.” 
As a matter of fact, the electrical industry, despite the 
great necessity for educational work, is spending much 
less for advertising than other essential industries, 
such as clothing, motor cars and the like. The industry 
should be spending more. The department stores and 
hardware stores have outstripped other distributers 
because, along with other advantages as merchants, they 
are better advertisers and cooperative advertising will 
not dull their understanding of the need of individual 
advertising. 





In the last days of the Christmas gift buying 
rush, there are some things that should not be over- 


looked. 


Light for Christmas 


IGHT is the keynote of Christmas festivities. 
e It always has been, for the spirit of the modern 
Christmas celebration began around a bonfire. 
People not only like bright lights for Christmas, but 
colored lights. Lamps for lighting and for decoration 
should be a large sale for Christmas. 





Brightness and light are a part of the Christmas 
idea—urge purchase of new incandescent lamps for 
the entire house and a few flame tints for variety. 


——— 


Better Store Light 


N investigator for an electric service company de- 
A clares “seven out of ten stores need better light’’ 
and we are inclined to agree with him. A mer- 

chant in a small Ohio city said recently: “When we 
decided to stock incandescent bulbs, I asked the lamp 
salesman what he thought of our store lighting. He 


for our lamps.” The moral here is obvious but in many 
stores right lighting will increase bills, but it will also 
increase sales of all classes of merchandise. 





There is a world of sentiment in a washing ma- 
chine, ironer or fireless cooker—more leisure and 
longer life for mother. 


The Weakest Link 
[om chain is no stronger than the weakest link. 





The lamp is no better than the cord. The same 

is true of the appliance. Manufacturers receive 
many complaints, merchants lose trade because lamps 
and appliances do not give service. Inquiry shows that 
often the cords are too cheaply made and are sold on 
price appeal alone. These cords when shown to the 
electrical goods buyer of the store are instantly con- 
demned. The fact that the store has a competent elec- 
trical goods buyer is ignored by other buyers. 





‘Use the electric Christmas tree lights on your 
window tree and stress the safety feature—as well 
as the beauty. 


Shows Worth Going to 

EALERS and jobbers in lighting fixtures, 
1) chandeliers, floor and table lamps, industrial or 

commercial lighting units, metal art furniture 
and illuminating glassware are invited to attend the 
exhibition of the Artistic Lighting Equipment Asso- 
ciation in Cleveland, Jan. 31 to Feb. 5. It is promised 
that the exhibits there will give the merchant an oppor- 
tunity to see competitive displays of the best lines in 
this merchandise, so that he will for the coming year be 
able to interpret merchandising appeals made to him. 
This knowledge should be well worth a trip to Cleveland. 








Small appliances are personal gifts—convenience 
and beauty are the selling points. 


When Bell Ringing Ends 
[J sve notes all of you who sell electric cleaners 





have noted the move on the part of the manufac- 

turers to put this desirable item of merchandise 
in stores for sale and to let up on the high pressure 
bell ringing. Also that when this merchandise is offered 
the stores, the price is adjusted to the lesser cost of 
distribution. The reason for this more or less general 
change in tactics is that so many housewives now have 
cleaners that the door-to-door man finds it slim picking. 
He must ring too many bells to get a prospect. In spite 
of the saturation of cleaner ownership, production will 
continue to increase because of the large replacement 
market and growth of wired homes. But merchants 
who sell cleaners successfully cannot just wait for 
customers. 
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and Retailers 







‘Washers 


lroners 


GOOD PRODUCTS — Yes/ and above all else: GOOD FRIENDS 
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New Goods to Sell 


All-American Reproducer 

















One of the latest products of the All- 
American Radio Corporation, 4201 
Belmont Avenue, Chicago, Ill., is the 
Lorel reproducer. The instrument is 
15 in. x 13 in. x 7% in.; the case is 
finished in a blended walnut with soft 
colored screening behind the artistic 
grill work. The manufacturer claims 
that the reproducer has all the advan- 
tages of cone type reproduction plus 
the improved quality provided by a 
special sounding board and _ sound 
chamber. 





Wilwear Electric Range 


The Novelty Manufacturing Com- 
pany, Waterbury, Conn., has just placed 
on the market an electric range and 
with it a decidedly new idea in selling 
ranges. The range is intended for wall 
outlet operation and sells in three sec- 
tions or as a complete unit. There are 
no complications and the three sections 
come apart without change of connec- 
tion or removing screws. Either the 
oven or the stove can be used sep- 
arately. The oven is equipped with an 
8-inch heating unit, removable rust- 
proof boiler unit, door thermometer, 
utility pan which has an 8%-pound 
roast capacity, and two removable wire 
racks. It may also be used on the fire- 





less cooker principle. The stove top has 
two heating plates, one 8 inches and 
the other concentrated heat especially 
designed for a percolator. The switches 
on both the stove and the oven are 
marked for high, medium and low heat. 
The stove and oven have three coats 
of pearl gray porcelain enamel while 
the steel base is black japanned finish. 





Brown “B” Super-Power 





What the manufacturer claims is a 
distinct innovation in “B” current sup- 
ply units, has been incorporated in the 
design of the “B” super-power elimin- 
ator by the Greene-Brown Mfg. Co., 
2600 N. Western Avenue, Chicago, IIl. 
This new eliminator employs’ the 
Brown “B” rectifier tube which oper- 
ates on a new activated gas principle 
claimed to be superior to other fila- 
mentless tubes, because of lower resist- 
ance between electrodes, higher cur- 
rent capacity, greater rectification effi- 
ciency and a more uniform tube in 
production. 


New “Red Spot” Kitchen 
Lighting Unit 















The improved “Red Spot” 
kitchen lighting unit illus- 
trated herewith was recently 
announced by the F. : 
Wakefield Brass Company of 
Vermilion, Ohio. The fixture 
is heavy white porcelain 
enamel, both inside and 
out, on a stamped and spun steel base. 
The interior assembly is spot welded, 
giving absolute rigidity. Two lugs for 
holding the glassware are mounted in- 
side the fitter with a single thumb- 
screw protruding from the rim to ad- 
just the holding tension. This screw 
has a beveled end and upset thread so 
it can neither loosen while the weight 
of the glass is upon it nor be backed 
out and dropped in process of install- 
ing or removing the shade. This de- 
sign replaces the “Red Spot” kitchen 
units previously listed. 
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Electrically Lighted Tree Stand 





An electrically lighted Christmas 
tree stand, with two receptacles for at- 
taching tree lights or electrical toy 
connections has been brought out by 
the Peerless Light Company, 663 West 
Washington Blvd., Chicago, Ill. The 
base is cast iron, heavy enough to hold 
a large tree, three thumb screws and 
a center spike hold the tree firmly. 

Tri-O-Let Ex-10-Shun 

An extension cord 8 feet long, with 
two-piece plug and Tri-o-let for at- 
taching three pin type plugs is another 
item brought out by the Peerless Light 
Company, 663 West Washington Blvd., 
Chicago, IIl., suitable for Christmas 
tree outfit sales. The cord is also a 
year around convenience. 


The “Trav-Ler” Radio Set 


A portable radio set weighing only 
twenty-four pounds completely equipped 
is one of the newest products of the 
Trav-Ler Manufacturing Corp., 3337 
North Halsted Street, Chicago, [IIl. 
The set is contained in a black leath- 
erette case of sturdy, neat appear- 
ance, single dial control, spring base 
sockets, built-in loud speaker, 2 stages 
of radio frequency, 1 detector, 2 stages 
of audio amplification, phone jack, loop 
aerial. Five tubes and standard bat- 
teries are supplied. Dimensions 12%x 
x10x8%%. 






















The Picture Shows Why GuthLite 


less \lumination 


Brings In 
Profitable Orders! 

















ne 2 Toate. . Study the wonderful illumination of this store. Note the 
wna a yacronedss absence of shadows. No glaring reflections from polished 
pe sor seeret sehtore, surfaces. ’ The photo was taken entirely by the illumina- 
Qo wey wee is Re au nea tion from GuthLites, spaced the average distance apart, 
ef rk srrnout ones. ° and is unretouched. 
sie tan nt teat ro at —— 
We teins oF Sed oy abe sores arash, GuthLite gives a flood of diffused, controlled light. Ad- 
| a gos fat Sa* ouieiy se°i* justable reflector controls the rays vertically and horizon- 
: i hoe —_— tally. Wide light distribution. Write for the GuthLite 
2 ” pptoar? Exclusive Sales Proposition and literature. 


—— The Ewin F. Gurl COMPANY 


DESIGNERS- ENGINEERS -MANUFACTURERS 
Lighting Equipment 


ST, LOUIS. USA. 


(SUTH LITE 


Super-Illuminator 
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Hotpoint Waffle Iron 


A popular’ priced waffle _ iron, 
equipped with the Hotpoint Calrod 
heating element in each plate, has been 





brought out by the Edison Electric 
Appliance Co., Chicago, Ill. The iron 
which bakes a 7%-inch waffle, has a 
nickel plated steel body and aluminum 
grids. Single plug connection, seven 
feet of heater cord and two piece at- 
tachment plug. Weight 6% pounds. 
Furnished in 110 and 220 volts. 





Liberty Transformers 


The Liberty Transformer Company, 
123 N. Sangamon Street, Chicago, IIL., 
recently placed on the market two new 
transformers; L-31 with L-40 mount- 
ing studs and L-31 with L-41 mounting 





brackets. These transformers are layer 
wound and layer insulated. A com- 
pletely closed laminated steel (silicon) 
core is used; each lamination is vir- 
tually continuous once it is placed in 
the transformer. 


New Grebe “Lancaster” Re- 
celver 

The A. H. Grebe & Co., Inc., 109 

West 57th Street, New York, manu- 


facturers of radio receiving sets, has 
brought out five new model console 
receivers one of which the “Lancaster” 
we illustrate. The cabinet is of wal- 


| 





nut with crotch wood panel and fiddle- 
back design. It is designed for ex- 
ternal speaker use and includes a 
large cabinet for the housing of all 
batteries. The external dimensions are: 
width 25 in. wide, 14% in. deep and 
39% in. high. 





“Oster” Vibrator 


A vibrator of the magnetic type, in 
which the vibrations can be regulated 
has been introduced by the John Oster 
Manufacturing Co., Sixteenth and Ann 
Streets, Racine, Wis. Sturdily con- 
structed for professional or hard fam- 








ily use. Operates on alternating cur- 
rent only. The company also makes 
the Oster electric heater for Marcel 
curling irons. 





“Imp” Pilot Switch 


The Carter Radio Company, 300 
South Racine Avenue, Chicago, manu- 
facturers of radio jacks, plugs, switch- 
es, rheostats, potentiometers, etc., has 





brought out a quarter-turn battery 
switch, automatically indicating by red 
pilot light when the set is in use. When 
the filament circuit is switched off the 
pilot light is extinguished. Self con- 
tained. Single hole mounting. 





Globe Cabinet Speaker 


The Globe Phone Manufacturing Co., 
Reading, Mass., recently placed on the 





market the Globe Technolian Cabinet 
Loud Speaker using ohmitional tym- 
panum of multi-material laminated 
construction. The tone chamber is of 
trigonal design. The diaphragm ener- 
gized by powerful electromagnetic as- 
semble. 
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Superior “Glide Easy” Iron 


The Superior Electric Products Co., 
2206-8 Pine Street, St. Louis, Mo., has 
recently brought out a new six pound 





iron: The specifications are: Nicrome 
element; cold rolled steel base polished 
glass smooth; attached iron rest; pol- 
ished nickel finish; polished black rub- 
beroid handle; heavy heater cord 
equipped with plug and two-piece at- 
tachment plug; weight 6% pounds. 





Neptune Marcel Waver 


An automatic electric marcel hair 
waver has been placed on the market 
by the Neptune Manufacturing Co., 
Masontown, Pa. This waver has two 





heats. The manufacturer states that 
the waver fold extending beyond the 
end of the body of the waver is an ad- 
vantage. 


The Rome Pecubile Heater 


An electric heater with a 600-watt 
heating element 110-120 volts (either 
alternating or direct current) which 
may be attached to an ordinary light 
socket has been placed on the market 
by the Rome Manufacturing Co., Rome, 
N. Y. The company also furnishes a 
1000-watt element of the same voltage, 
but this cannot be attached to a light 
socket, but can be attached to a base 
plug where the wiring is adequate. 
Special winding for 32 and 250-volt 
direct current can also be supplied. 
The bottom of the heater is a large, 
highly polished bowl. The cold air is 
drawn in around the sides and little 
above this bowl, heated and passes 
out through the 175 large openings 
at the top of the heater, diffusing heat 
“evenly on all sides. Eight feet of rub- 
ber-covered insulated cord, permanently 
attached to the heater is furnished. 
Finished in copper or nickel plated. 
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The New Balkite Charger 


MODEL J. Has a low trickle charge 
rate and a high rate for rapid charging 
and heavy duty use. Can thus be used 
either as a trickle or as a high rate 
charger and combines their advan- 
tages. Noiseless. Large water capacity. 
Visible electrolyte level. Rates: with 
6-volt battery, 2.5 and .5 amperes; 
with 4-volt battery, .8 and .2 amperes. 
Special model for 25-40 cycles with 1.5 
amperes high rate. Price $19.50. West 
of Rockies $20. (In Canada $27.50.) 


Balkite Trickle Charger 


MODEL K. With 6-volt*‘A”’ batteries 
can be left on continuous or trickle 
charge thus automatically keeping the 
battery at full power. Converts the “A” 
battery into a light socket “‘A’’ power 
supply. With 4-volt batteries can be 
used as an intermittent charger. Or as 
a trickle chargerif aresistance is added. 
Charging rate about .5 ampere. Over 
00,000 in use. Price $10. West of 
Rockies $10.50. (In Canada $15.) 
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A New Balkite “B” at $27.50 


Balkite “‘B” eliminates ‘‘B”’ batteries 
and supplies “B’’ current from the 
light socket. Noiseless. Permanent. 
Employs no tubes and requires no re- 
placements. Three new models. The 
new popular priced Balkite “B’’-W at 
$27.50 for sets of 5 tubes or less re- 

uiring 67 to 90 volts. Balkite “B”-X, 
) aa sets of 8 tubes or less; capacity 30 
milliamperes at 135 volts—$42. Bal- 
kite “‘B”’-Y, for any radio set; capacity 
40 milliamperes at 150 volts — $69. 
(In Canada“ B”’-W $39;“B”’-X $59.50; 
*“*B”’-Y $96.) p= 





Balkite Combination 


Supplies automatic powerto both “A” 
and “‘B” circuits. Controlled by the 
filament switch on the set. Entirely 
automatic in operation. Can be put 
either near the set or in a remote 
location. Will serve any set now using 
either 4 or 6-volt “‘A’’ batteries and re- 
quiting not morethan 30 milliamperes 
at 135 volts of “B” current—practically 
all sets of up to 8 tubes. Price $59.50. 
(In Canada $83.) 

All Balkite Radio Power Units operate 
from 110-120 volt AC current with 
models for both 60 and 50 cycles. The 
new Balkite Charger is also made in a 





do 


Permanent 
pieces of equipment: 


in this Balkite feature 
lies your profit 


To tell the difference between Balkite and any other device 
does not take very thorough examination. You can tell the 
difference the minute you look at a Balkite Unit. The dif- 
ference is even more obvious when you pick up the unit 
and feel it. Balkite Radio Power Units are permanent 
pieces of equipment, made to last. 


The evident scrupulous care that goes into the manu- 
facture of every Balkite Unit is not altruism on our part. 
It is based on the conviction that to be-permanently suc- 
cessful the products of any manufacturer must represent 
honest manufacturing value. In the long run the public 
will not accept less. 


This scrupulous care is also part of our belief that for a 
manufacturer to be permanently successful everyone con- 
nected with the sale of his product must make a legitimate 
profit out of it. And by legitimate profit we mean more 
than the temporary profit made out of each sale. We mean 
that the manufacturer must take every precaution that the 
profit of the trade is not eaten up by service cost. 


Not only does Balkite give you the greatest volume, but 
the profit you make on your sales is clean. Once sold, Bal- 
kite Radio Power Units stay sold. They don’t come back. 
Get behind the line now, and make the maximum profit 
out of the demand for light socket radio power. 


FANSTEEL PRODUCTS COMPANY, Inc. 
North Chicago, Illinois ° 


FAN STEEL 


Balkite 


Radio Power Units 











~ special model for 25-40 cycles. 
‘ 
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high and low notes,t 


radius for bass tones. 


&: 


—the new scientific SAAL EC-CEN- 
TRIC CONE whose balanced tone 
color is the sensation in radio today. 


On the principle of the harp, whose 
short strings produce the high treble 
notes, whose long strings give forth the 
deep bass tones, the Saal Eccentric, with 
its “center” actually off-center, providesa 
short vibrating radius for the high notes, 
a long radius for the rich low tones. 

These exact relative proportions of 
vibrating area, definitely fixed by scien- 
tific principles, are provided for the first 
time in the Saal Ec-centric Cone. All 
rumble or “barrel tone” is eliminated. 

The Saal Ec-centric idea has the ap- 
proval of the entire radio public. Dis- 
play it, demonstrate it, and get your 
share of this profitable business. Orders 
given immediate attention. 


The Saal Ec-centric comes in two models: 20-inch, $25; 


14-inch (Junior), $15. Slightly more west of Rockies 


The SAAL Pedestal is an orna- 
ment to the most beautiful sur- 
roundings. Ita pure wooden tone 
chamber, three Sa in length, 
gives exceptionally clear mellow 
reception, Price, $38. 


The famous SAAL Soft ~ yr 
er, the outstanding speaker 

its type. Je giving eatinfaction 
regard ¢ the set or equip 
ment used. 5 coro = ith ra 
engineers. Price, $22 


SAAL 








H. G. SAAL COMPANY, 1800 Montrose Ave., Chicago, U. S. A. 









As in the Harp, whore short 
strings produce 
eSAAL 
Ec-centric provides a short 
radius for high notes, a long 


centric 
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Electrical Business Briefs 


HE feting of the electrical industry of Cleveland 
by thirty civic and business organizations of that 
city, referred to last month, proved to be an ex- 
traordinary event. 2,000 of the business men of the 
city gathered for the luncheon and the decorations of 
the hall were 250 electrical products manufactured in 
the city by 135 firms. It was stated that these firms 
employed a capital of $75,000,000; that the sales output 
was $130,000,000 and that 35,000 persons were em- 
ployed. These figures are, of course, entirely apart 
from the current producing industry. As speakers, 
J. F. Lincoln, vice-president and general manager of 
the Lincoln Electric Co., traced a man and his wife 
through a day’s activities, showing their use of Cleve- 
land products, and M. H. Aylesworth, retiring man- 
aging director of the National Electric Light Assn., 
traced the history of the electrical industry, showing 
that private capital has been more progressive than 
municipal enterprise. 


A permanent exhibit of products of the Westinghouse 
Electric & Manufacturing Co. has been opened in the 
Shelburne Hotel in Atlantic City. The exhibit has been 
in the making for some time and recently was dedicated 
with the city mayor and other notables present. G. H. 
Lewis is the manager. There are two parts of the 
exhibit: the main floor display room, where many prod- 
ucts of the company are exhibited, and a model electric 
home, with all of the rooms of a home equipped with 
the helpful electric devices, and properly lighted. In 
the basement of this model home, aside from the laun- 
dry and other equipment that belongs in the basement 
of a home, there is displayed a number of transporta- 
tion and other heavy devices manufactured by the com- 


pany. 


The formation of the Federal-Brandes, Inc., is an- 
nounced as a result of the consolidation of the Federal 
Telegraph Co. of California, founded in 1911, and the 
Brandes Products Corp., founded in 1908. The author- 
ized capitalization of the new corporation is $10,000,000. 
The two companies were pioneers in their respective 
radio fields—communication and acoustics. Headquar- 
ters of the new company will be in the Hobart Building, 
San Francisco. The officers of the company are Rudolph 
Spreckels, chairman of the board; Lieut. Commander 
Ellery W. Stone, U. S. Navy, president; Frederick Diet- 
rich of Newark, vice-president in charge of production 
and president of the Brandes company; M. C. Rypin- 
ski, vice-president in charge of patents; Augustus 
Taylor of San Francisco, secretary; Walter H. Dodd, 
assistant secretary; J. E. Godcharles, treasurer; Fred- 
erick Dietrich, assistant treasurer; D. S. Spector, gen- 
eral manager of merchandising. The company has 
factories at Newark, N. J.; Toronto, Canada, and 
Slough, England, besides large communication interests. 








The Electric Household Utilities Corp., Chicago, IIl., 
announces the following appointments: Frank J. Simp- 
son, assistant to sales manager in charge of jobbing 
territories exclusive of those under branch office juris- 
diction; Frank L. Johnson, assistant to sales manager 
in charge of open territories exclusive of those under 


, 





Rear view at left shows large compartment 
with ample space for batteries, battery 
charger, or battery eliminator, which are 
entirely concealed from view. Back is open 
for ventilation of batteries. 




















Winsdor Wall or Table 
Type Cone Speaker 
Amazes Radio World Atright is shown the Cone Loudspeaker, with 

its sounding board, which is quickly and 

ae easily removable, allowing instant access to 

all batteries, battery charger, battery elimina- 
tor or other equipment and wiring. 























Ss - at il = =©6©-Model 200 
Model 210 ~, _ . $2 O 
. r M> (Pat. Applied wy oe oo 
on eS > Console 
aes NE with Cone 
The latest model Windsor Cone Loud- Loudspeaker 
speaker has astonished the world of Ready for 
radio. In convenience, quality of recep- Set and 
tion, and extremely low price, it far Batteries 
surpasses anything yet offered. The (West of 
cone is 22 inches in diameter and is Rockies, $35) 
mounted on a sounding board which, 
in turn, is supported by an easel back. 
It can be hung up on the wall, as in the 
picture above, or stood upon any flat 
surface as shown in the picture below. 
It contains the famous Windsor loud- Che. Aagiad Bee) 
speaker unit noted for the extreme Model 200—with 22-inch Cone Loudspeaker 
clarity and fidelity of reproduction. ™ This Windsor Cone Loudspeaker Console is equipped with a 
™ 22-inch Windsor Cone Loudspeaker. Its top is 30" x 17" and 
is 29" high. The battery shelf provides poten space for bat 
teries, charger, battery eliminator and other equipment. 
Model 210 Beautifully finished in either Mahogany or Walnut. 
patoe 2s 11; . f 
~ienice "This is the Fastest Selling Line o 


easel back, 


$1500 Loudspeakers and Loudspeaker 
«tz» Consoles in the Radio World Today 


(Pat. Applied For) 

The quality of radio reception made possible by 
Windsor Cone and Horn Loudspeakers and Loud- 
speaker Consoles so far surpasses anything heard 
heretofore that it amazes and delights every radio 
enthusiast. The Windsor Line is so complete that 
everyone can find in it a loudspeaker, loudspeaker 





table, or loudspeaker console exactly to fit their par- 
ticular needs. 


Model 302 (Shown below) 
With Moulded Composition Horn Loud- 
speaker and 18-inch Cone Loudspeaker. 








Model 100 


with Moulded Composition 
Horn Loudspeaker or 16- 
inch Cone Loudspeaker 


(Pat. Nov. 18, 1924) 





Above is shown a beautiful Windsor Loudspeaker Console, 
finished in either Walnut or Mahogany, which provides ample 
space ontop for any radio set. The battery shelf beneath will accommo- 
ate all necessary equipment. Equipped with either Moulded Compo- 
sition Horn or 16-inch Cone Loudspeaker. Size: 38 in. 00 
x 18in., and 29in. high. Price . . ....., $40 
(West of Rockies, $42.50) 


To the right is shown the newest Windsor Loudspeaker Console. It is 
equipped with a 22-inch Cone Loudspeaker and cabinet suitable for 








: 7-inch radio panels up to 26 inches in length. Battery shelf id l 
(Pat. Applied For) space for a aiaieeias Beautifully Gnished in either $/ aw 100 
1 In this Windsor Console alnut or Mahogany. Price (without receiving set) . . 44 
is combined both the (West of Rockies, $52.00) (Pat. Applied For) 
Winds : ite or wi 7 ? 
cahicn Ho tenteeciters- ‘Nove to Dealers: Sista giresotr fre outa Model 1000 
in. Windsor Cone Loudspeaker. The os "Tedeenions “4 


top is 30 in. x 17 in. and stands 29 in. Electrical Department 
high. Plenty of battery and equipment 


mace fe mronard ty ieee ict» ~~) WINDSOR FURNITURE COMPANY 
Mhemae oc Waleut $4,800 1404 Carroll Avenue CHICAGO, ILLINOIS 
(West of Rockies, $55) Los Angeles Branch—917 Maple Avenue 
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The Luxurious 
AMPLION PATRICIAN 


reproduces the true gaiety of 
Holiday Music! Distinguished in 
appearance— Nationally Adver. 
tised—Forthe discriminating Ra- 


dio Public, the ideal Yuletide gift! 
=, 


The trade emphatically endorses 
-new Amplion developments 


AMPLION CONE-AMPLION PATRICIAN 


—our plants at New York and Muske- 
gon are running to full capacity—work- 
ing overtime! For timely deliveries may 
we advise ORDERING IMMEDIATELY? 
Do not miss any Christmas Sales on 
these profitable new Amplion numbers. 


Write for name of Jobber 
in ‘your territory 
THE AMPLION CORPORATION OF AMERICA 
Suite F, 280 Madison Ave., New York City 
The Amplion Corporation of Canada Ltd. 


oronto, Canada 





AC12 AMPLION CONE........ List $30.00 


DRAGON MODELS 


AR19 Amplion Dragon ....... - « List $42.50 
AR114 Amplion Junior de Luxe. . . . List $27.50 
AR111 Amplion Junior ......... List $24.00 


AR102 Amplion Dragonfly ....... List $12.00 


PHONOGRAPH ATTACHMENTS 


AR35 Amplion Concert Grand. . .. . List $20.00 
AR67 Amplion Standard Unit ..... List $12.00 


- —_ ee 


© Sui: 


Sea OK eee a DL aL a 





























branch office jurisdiction; C. A. Gustafson, assistant to 
sales manager in charge of contact with branch offices, 
Thor Shops and foreign sales; Jane Erickson, assistant 
to sales manager in charge of sales promotion; J. F. 
McManemin, advertising manager; D. S. Passmore. 
manager, statistical department. 





At the November meeting of the Electrical Women’s 
Round Table, held at Town Hall, New York City, the 
motion to incorporate that body, which had been tabled 
at the October meeting, was voted upon and carried. 
The Round Table is now qualified to grant charters to 
similar groups, many of which have inquired as to 
the possibility of obtaining such a charter. It was 
also decided at the meeting that business matters 
would in the future be taken care of by the Executive 
Committee and that they would call a special meeting to 
present any matter which was deemed by them of suffi- 
cient importance to be brought up before the members. 
Miss Ada Bessie Swann is Chairman of the Execu- 
tive Committee and Mrs. Lilian Cassels, Secretary. 





The Artistic Light Equipment Association, 424 
Guarantee Title Bldg., Cleveland, Ohio, will hold its 
first National Exhibition and Convention in Cleve- 
land, Ohio, during the week of Jan. 31 to Feb. 5, 1927. 
The exhibition will be held annually in various cities 
throughout the United States. Its purpose is to raise 
the standard of design, quality, finish and workmanship 


on all types of lighting equipment, increase the use of 


better parts and supplies and promote replacement of 
old fixtures now in use. 

The exhibition will be attended by buyers, manufac- 
turers, dealers, jobbers, electrical contractors, architects 
and builders and on specified days and hours will be 
open to the public. 

Full information regarding the exhibit will be sent 
to members of the A. L. E. A. The information will 
also be sent on request to any legitimate firm inter- 
ested in the activities of the association. 

Headquarters will be the Hollenden Hotel. Reserva- 
tions for hotel rooms and accommodations for exhibitors 
should be made through the association’s office. 





/ 


A. H. Jaeger, sales manager of the Leonard Division 
of the Electric Refrigeration Corp., has been elected 
secretary of the Leonard Company. He will continue 
as sales manager. Mr. Jaeger was formerly a branch 
manager for the Edison Electric Appliance Co. 





Copeland Products, Inc., announce a reduction of from 
$20 to $35 on all but one model of electric refrigeration 
apparatus. The heavier reductions are on the smaller 
models. A new porcelain lined model for home use to 
sell for $275 is announced. Price reductions also apply 
to the cooling units. 





W. S. Etheridge has been named sales manager for 
the electric division of the American Flyer Manufac- 
turing Co. of Chicago. Mr. Etheridge comes from the 
Hamilton Beach Manufacturing Co. and was before 
that on the staff of the Edison Electric Appliance Co. 
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ATWATER KENT 
RADIO 


Letting you 1n on the secret... 


How is it that Atwater Kent One Dial Receiving Sets can bring in all broad- 
casting stations within range without the use of additional adjustments? 





The answer is: Care in manufacture. 


Almost any radio engineer can make a true OnE Dial set 27 the laboratory. 
But to keep the costs down by manufacturing in quantity—that is a dif- 
ferent story. 

The Atwater Kent factory, with its 159 tests, its painstaking workers, 
its automatic machines turning out parts accurate to one five-thousandth 
of an inch, has learned how to make a multitude of things with the same 
care that is bestowed on one. 


And this—the secret of many a renowned product—is the secret of the 
success of Atwater Kent One Dial control. 
















EVERY SUNDAY EVENING:—The Atwater Kent Radio Hour 
brings you the stars of opera and concert, Radio’s finest program. 
Hear it at 9:15 Eastern Time, 8:15 Central Time, through : 


wear... New York wtam.... Cleveland won..... Chicago 
wjaR .. Providence weco . Mpis.-St. Paul wor.... Buffalo 
WEEE «2 +s Boston wtaG.... Worcester woe. . Davenport 
wre. . Washington weat.... Pittsburgh «sp ... St. Louis 
wsal .. Cincinnati wri.... Philadelphia wwjy..... Detroit 


Write for illustrated booklet of Atwater Kent Radio 
ATWATER KENT MANUFACTURING COMPANY 
A. Atwater Kent, President 
4736 WISSAHICKON AVENUE, PHILADELPHIA, PA. 

Prices slightly higher from the Rockies west, and in Canada 





MODEL 35, six-tube One Dial re- 
ceiver, less tubes and batteries, but 
with battery cable attached, $70. 

Model H Radio Speaker, brown crys- 

talline finish, $21. Model G, same as 

Model H, but in amber-buff and sage- 

green, $23. 
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HAVE THE LIGHTS ON 
YOUR XMAS TREE WINK. 
ADD 60% TO JOY 


You sell Xmas Tree Lights easily. 
With each set, sell the EAGLE 
WINKER. 


Sales that way ! $7.00 
Sales points! ! ' 
Profits!!! 

RUSH ORDERS 

FILLED 
Act on this Now 


EAGLE 
ELECTRIC MFG. CO. 









Y 58-60 Hall St. 
Brooklyn, N. Y. 








Display for 
Christmas 
Sales 


Ten Regulators are mounted on a hand- 
some counter card requiring only 6x12 inches 
of space. When one card is empty, simply 
set up another already filled. No trouble at 

all (Standard packages, 
50 or 100.) 


The finest light saver 
for halls, bathrooms, 
bed rooms, etc. Also a 
great convenience. A 
good gift item for prac- 
tical buyers. 


Write for full particulars. 
Anylite Electric 
Com 








The Chas. Freshman Co., Inc., report net sales for 
October, 1926, of $1,482,913, an increase of 15 per cent 
over the same month, 1925. The net sales from June 
1 to October 31 show an increase of 38 per cent over 
the same period for 1925. 





The Detroit Branch of the Graybar Electric Co. has 
been removed to 55 West Canfield St., where it is housed 
in a three-story building designed to Graybar needs. 
Additional space was the object of the move and in the 
new quarters the branch has 35,000 square feet avail- 
able. 





The American Electric Co. of Chicago has been 
merged with the Monarch Telephone & Manufacturing 
Co. of the same city and will be known as the American 
Electric Co., Inc., and the address will be State and 
64th Streets. The American product has been known as 
Burns Radio Products. 





Edwin F. Guth Co. announce these changes: H. L. 
Woehle, district manager at New Orleans, has been 
made sales manager for the St. Louis territory. H. M. 
Williams succeeds to the southern territory with head- 
quarters at Birmingham. D.C. DeLancy has been made 
eastern representative with headquarters at Philadel- 
phia. 





Convalescent Treatment for Sally 
and Her Department 
(Continued from page 15) 
“Visit our Electrical Department and get the facts. 
A demonstration will convince you.” 

The newspaper advertisements consisted of a boxed 
notice, as follows:—“‘Your Health, Your Nerves, Your 
Strength. Daily demonstration, come and put electric 
vibration and heat rays to the test. Violet ray ma- 
chines, electrical vibrators, heating pads, immersion 
heaters, portable air heaters, therapeutic lights. THE 
ELECTRIC WAY TO CONSTANT HEALTH.” 

Throughout the demonstration and sales talk great 
care was taken to make no allusion to other curative 
methods or mediums, nor were specific claims made that 
these appliances would cure any specific ailment. The 
aim rather was to demonstrate the appliances and per- 
mit the public to decide the facts for itself. 





Hamilton Beach 


is a Year Around Line—and it’s Na- 
tionally Advertised the year around. 


Make Sure You’re Well Stocked. 
Order from your jobber. 


Hamilton Beach Mfg. Co. 


Wisconsin 


Racine 
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CROSLEY RADIO 
INSTRUMENTS 
Each item the utmost tn 
radio at its price. All 
prices slightly higher 
west of the Rocky 
Mountains. Prices with 

out acressorie 





© le 
=~ 


THE * $9.7 
Tale a, goutte cinewtt| 

1¢ tube set has brought 
fenpaneen to thousands 
and made records for 
long distance receiving | 


> 


THE ‘‘4-29"" $29 
A 4-tube receiver of | 
amazing efficiency, Cre 
scendon equipped! 
Everywhere siakiees | 
marvelous at its price 


| 
“ak 
ee 
THE “PORTABLE” 
$33.00 


The 4-29 tn portable 
form, handy, compact, 





THE ‘°'5-38°" $38 
A five-tube tuned ra 
dio frequency set, with 
two stages of non -oscil- 
lating radio frequency 
amplification, Crescen 
on controiled, tw 
stages of audio (fre- 
quency amplification 





‘RFL-75"" $65 
}-tubes True cascade 
amplification, non -oscil- 
m - radiating 





handling Its perfect 

balancing achieved by 

Wheatstone bridge in 
each stage of amplifi | 
cation Exceptional se 

lectivity and tone 





THE 
“MUSICONSOLE” 


Embodies the Musicone 
in a beautiful console 
of two-tone mahogany 
finish and provides om 
for a and acce 
sorties; 24% inches one 
inside. 





| 


6-TUBE “RFL- - 

CONSOLE 

Introducing the Gouble 

drum station selector! 

Includes Musicone in 

exquisite console 

for batteries and all ac- 

cessories; 40 Inches high 
20% inches wide. 


























Amazing single dial control and reproduction 


THE 5 fube 5-50 


Such a success! Enthusiastic owners 
report amazing performance—a drum 
dial delivering stations loud, clear, 
sharp; each an almost imperceptible 
turn of the drum apart. Write station 
letters on the drum; return to them at 
will. This marvelous receiver contain- 
ing these advanced ideas in radio (some 
of them exclusive to Crosley), includ- 
ing metal shielding and power tu 

adaptability indicates Powel Crosley, 
Jr‘s genius in lowering prices by mass 

production methods. 


0. 


Prices slightly higher west of the Rocky Mountains 


THE SUPER MUSICONE 


Listen to this wonder reproducer of 
broadcasting! Then you'll understand 
why it is the biggest ane, loud speak- 
er on the market EVERYWHERE, and 
the most imitated. Its Man however, 
is NOT the secret of its wonderful 
performance. Its delightful tone and 
the fidelity of its reproduction is 
achieved solely through the Crosley 
patented actuating unit. Avoid imita- 
tions. There is only one genuine 
MUSICONE Smaller model, 12-inch 
cone, $12.50. 


‘|4.5 


THE 5-75 CONSOLE 


This set includes ideas for radio recep- 
tion perfection NOT found in any other 
radio. Marvelous exclusive Crosley 
“Crescendon™ and “Acuminators”™ in- 
crease volume on distant stations and 
bring in programs entirely passed by 
and missed on ordinary one dial con- 
trol radios. Console is 40 inches high 


genuine Crosley Musicone is built in. 
Radio chassis same as in the 5-50 re- 
ceiver. Beautifully finished two-tone 
mahogany cabinet, rose gold fittings. 


ie: 


Write Department 132for Illustrative Literature 








Crosley manufactures radio receiving sets, which are licensed under Armstrong U. S. Patent No. 1,113,149, or under 


patent applications of Radio Frequency Laboratories, Inc., 


and other patents issued and pending. 


THE CROSLEY RADIO CORPORATION 


CINCINNATI, OHIO. POWEL CROSLEY, Jr., President 
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CROSLEY 1927 
FEATURES 
Many exclusive—others 
found only in highest 

priced radios 





ALL-METAL 
SHIELDED CHASSIS 
This truly great radto 
achievement, found in 
several Crosley sets, fur- 
nishes a substantial 
frame for mounting ele- 
ments, produces excel 


densers, shields the 
units from each other, 
prevents interstage, im 
proves the stability of 
the circuit, increases 
selectivity and saves 
costs by standardizing 
this phase of manufac- 
re. 





“THE 
ACUMINATORS” 
Crosley Acuminators per- 


mit tuning in—loud and 
stations 


ly missed by ordinary 
» a radios. In 
tuning powe 
ard local stations ed 
are 

are an sasheibes Contey 
feature. 





THE “CRESCENDON” 
When, on ordinary ra- 


radios instantly swells 
reception to room-filling 

volume. An exclusive 
Crosley feature. 








stat SINGLE-DIA 

TION SELEC OR 
Sanaa in radio equals 
the joy or the conven 
ience of single dial con- 
trol. Crosley sing 
drum control enables 
you to find the stations 
— without log box 
or ‘‘tuning. 


POWER TUBES 


Power tube adaptability 
marks the Crosley ‘5- 
-_.  “mese 68 

“REL” sets. This feat- 
ure typifies Crosley pro- 
vision for best radio re- 
ept a moderate 




















From the Servel advertisement 
which appears in December issues of The Saturday Evening Post, 
Good Housekeeping and House & Garden 


















Trade Marks Reg. 
U.S. Pat. Off. 

















SERVEL 


(Wishes all its friends a 
Merry Christmas 


and looks forward with them 
to a prosperous 


1927 


131-3031 ‘THE SERVEL CORPORATION, 51 East 42nd Street, New York 


CHICAGO BOSTON DETROIT MINNEAPOLIS SALT LAKE CITY DENVER 
ATLANTA SAN FRANCISCO LOS ANGELES SEATTLE DALLAS 


London, England, Servel Ltd.—Factories, Evansville, Ind.—Carteret, N. J.— Newburgh, N. Y. 
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RCA“ Radiotron 
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